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, Winston Churchill should have 
been an advertising man. He can 
make a defeat sound almost as good 
as a victory. 
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$2,000 Changed a Life, 
Decided a Career 


You have asked me (writes a well-known New York agent) to 
tell your readers the story that made me choose life insurance as 
my career. So here it is—the story of a young couple who lived on 
@ farm in upstate New York back in the nineties... 


Makers Quote P & G's 
; fae ant jo neareeis | Active Market | Own Statements 
BY FRANK HICKS 


makes a wom- 
an old before 
her time and 
breaks her 


for money-which was often. 

‘The boy went to college. $2,000 | 
was more money then thanitis =| 
now: by combining it with a lot | 


husband's heart. 


By IRWIN ROBINSON 


It didn’t break this young | Of hard work, he got through 


Garmats Lames than to Owed te | caliage Ghd Went out inte Ge Chicago, June 11.—Link chil- aS s : 
with agrim determination to see | World with a first-class educa- iren’s wear with a safety c: nig New York, June 11 Despite 
14-City Analysis Shows.” Head ees | dren’s wear with a safety campaign thei 
o i g S1S 7S. — - or 3 1T “oO . > ‘er Dy » ° 
i a. Prin nner ro : chance than he haf had. Some | He found matty opportunitiee | 1M Such a way that it spells sales reir resentment over Procter & 
ine 1 é y SING AGE, | 
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Yhe thing that would give him 
a chance to choose the kind of 


But when it came to deciding 
among them, he remembered al- 
ways that he owed his oppor 
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Mr. Fly, the news reports say, | 
held the center of the stage at the 
When 
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sacrifices to pay the premiums 
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toothpastes and powders and their 
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Following appointment of Lennen & 
Mitchell, New York, to handle advertis- 


,a sample of the ingenuity which is | 
found to be paying dividends at the | 
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When readers pay attention 


(and the close-to-thetr- 


lives editorial content of The New York Times Magazine assures that) 


advertising pays profits 


(asalong and growing 


list of constant advertisers in The New York Times Magazine testifies ) 


800,000- plus circulation all over the country... concentrated 


in New York. the world’s biggest 


market. where superlative 


selling opportunities demand 


more intensive coverage 


low com parative cost .. 


find out today 


usual dental prophylaxis. 

“In the of this office, 
these stains may be produced by a 
combination of 
quate 


opinion 


inade- 
ot 
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two ftactors 
and 


fron 


brushing deposition 


colored material the 
frice.” 

It was also recalled here that the 
Journal of the ADA, in June, 1940, 
said, regarding liquid dentifrices: 

“These represent one extreme 
the dentifrice field from 
point of abrasiveness 


in 
the stand- 


were introduced as a substitute fo 
tooth pastes and tooth powders with 
the claim (direct or implied) 
they are not harmful to the enamel, 
“+hereas product 
sives may 


containing abra- 
be. 


Need 


“It is conceivable that liquid den- 
tifrices may serve a useful function: 
on the other hand, available evi- 
dence indicates that these products 
cannot be looked upon as substitutes 
for tooth pastes and tooth powders 
Preliminary data indicate that the 
staining which has been reported 
in connection with liquid dentifrices 
appears to associated with the 
absence of abrasive agents in these 
products. At any rate, stains accu- 
mulated during the use of a liquid 
dentifrice may be removed with 
tooth paste and tooth powder. It is 
evident that people cannot 
rely solely on liquid dentifrices to 
aid in cleaning the teeth under the 
usual conditions of use.” 
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be 


some 


Schlitz Brewing 
Account to McJunkin 


Jos. Schlitz Brewing Company, 
Milwaukee, has placed its adver- 
tising account with McJunkin Ad- 


vertising Company, Chicago 

Gordon Best and Willard E. 
Stevens will act account execu- 
tives. 


KC Ad Club Elects Wood 


Albert H. Wood, Kansas City Pub- 
lic S Company, | beer 
elected president of the Kansas City 
ivertising Club. 
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Lloyd A. Free Named 
FCC Propaganda Head 


Lloyd A Free, editor of 
Public Opinion Quarterly and 


mer assistant director of the P1 
ton Radio Research Project, 
been appointed director of the 1 


eign broadcast monitoring se 
of the Federal Communicat 
Commission. The study of 
propaganda sent from abroad 
been in progress since March, F‘ 
handling the assignment in coope 


ation with the Defense Commu: 
cations Board. 

Harold N. Graves, Jr. 
|father is a special assistant to 1 
Secretary of the Treasury, l 
‘his administrative assistant 


Joins Graves Taylor 


Seward A. Covert, forme: ( 
search director and account 
tive with Griswold-Eshleman Con 
pany, joined Graves Tay! 
and Cleveland. 
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June 16, 1941 ADVERTISING AGE 3 
ie I MR ER Se i oe eS : a. -, > fe et When everything is completed, it will take care of 
. #4 eS a 4,000 men. Everything in this part of the country is 


spacious, and when you are dealing with modern 


He aviation, lots of room is essential. The aviation col- 
3 * lege, the air corps base, the airplane depot site, the 
c=, Municipal Airport, and the private airports are all 
ae 


miles apart. 


SPENT THIS MORNING 
OOKING OVER SOME OF 


THE DEFENSE PROJECTS IV 
THE OKLAHOMA CITY AREA 


“Boe “There has been excellent advance planning by 
Oklahoma City’s businessmen. They haven't waited 
for Government cash and Army orders before going 
ahead. Just as soon as the Army began to talk about 


utilizing the Oklahoma City area for various purposes 


related to aviation, the businessmen here organized 
an Industries Foundation. They subscribed a capital 


Comments by NBC's H. V. Kaltenborn 
sxroadcast over WKY, Oklahoma City, 
May 11, 1941, 


“] spent this morning looking over some of the 


defense projects in the Oklahoma City area. All 


them are associated with aviation. This ts ideal flying 


country, and Oklahoma City is the country’s midway 
air base. It is located just half way between Langley 
Field in Virginia and March Field in California. It is 


Oklahoma Air College, enroll ment more than 100, 1s train- 
ing candidates tor advanced tlying in air corps 


as far away as any place could be from enemy attack 
and yet modern airplanes can reach any part of the 
United States from here in a few hours. of $300,000.00 as a revolving fund. Then they got 
options on the most lkely sites for the proposed 
developments and, as a result, things began to move 


Oklahoma City is new base for 37th air corps, 48th bom as soon as the Army said the word. The land was 


iment group and 9th reconnaissance squadron 


bought by the city, and construction started before 
preparations were made to float the municipal bond 


issues to pay for the land. Oklahoma City has pro 


vided the site and the Army pays for the rest. The i 


city 1s arranging to provide a larger water supply. 
Hupe $16,000,000 army plane repair depot will bring city Whatever 
annual payroll increases of around $5,000,000 


the Army needs it gets. The Army hasn't 
spent much money out this way since we stopped 
fighting the Indians, and the businessmen of Okla 


homa have certainly been on the job in connection 


“The most important project here is the Will with these new developments. 


Rogers Army air base. It is located at the Municipal “The air school at Cimarron Field ten miles out 


Airport, and the improvements being made by the of town 1s giving primary training to several hundred 


Army prevented me from landing here last night. Army flying cadets. A private company operates the 


They are building such things as runways 7,000 feet school and the Army supervises it. Under this ar- 


long and 150 feet wide. The base will accommodate rangement, the Army saves money and the school 


both bombardment and reconnaissance squadrons. makes money. The cadets are a carefully selected, 
junior - college -educated group of young men. The 


standards are high. It takes an unusual combination 


of temperamental qualities, character, and certain 


skills and certain inherent natural reactions to be 


pilot. 

“The more I contact different centers where we 
are teaching young America to fly for the Army and 
Navy, the more impressed I am with the quality of 


the personnel and the character of the training. Inside 


of two years we will have the best flying force in 


the world. 
“I well remember that over the German pavilion 
at the Paris World’s Fair of 1900, Kaiser Wilhelm 


had inscribed these words: ‘Our future lies on the 


water.’ Perhaps he should have said ‘under the water.’ 


If I were writing such lines for the America of 


tomorrow, I would say ‘Our future lies in the air.” 


THE DAILY OKLAHOMAN 
KLAHOMA CITY TIMES 


The Oklahoma Publishing Company 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY, OKLAHOMA City * KVOR, CoLoRApDO SPRINGS 
KLZ, DENVER (Under Affiliated Mgmt.) *® REPRESENTED NATIONALLY BY THE Katz AGENCY, 


INC. 


= c 2 Bs Ie Wy 5 — r, j ap ee 4 pt é i pers. hae = 4 
me a ee es * 2 ee poet ey a. eae woe G er re ee : ny e. es BE one t ee a . ar ee WERT 2 2 ane e hen S Game . . b. ! st ai i 2 oo) a ‘ ‘aby pm f 45% 7 2 
oe an 
ee a 
‘a a cal 
ii iit ac atl tities ilaatltaacniasi titan = 
- - 
sei 
eS | ie: 
S ; 
ae os 
% | | re ‘J 
Seal 5 se 
Be ta " 
4 . ee 
. wey i; 
oe % i b 22 
ees 7 fis 
4 “ a 
u % + : ° * : ¥ = * 
m Pe . . ; 
' . ms OE , 
a Sasa - a a 5 —— < 5 
: ie: nae s./ on eh hee Bee ee le Coe te wr digo ga eke i Pt S . 0 eee ae o <a a0 ot _ se a are 3 +s le gee yi Ms sy » et aa ae nats aa og 4 3 ‘ nm c " F 
; a dl : < ae 
BS t PS a : ee ie: rie Soe . v F m= + 2 a ae ak e ¢ Saw : ” “ mi vin te Re. > 
” & | a ~~ ss aa 
a» . J : a 3 
et Aga. ee 
PEN ees ee 
>. ‘ 4 -*. <veee a 
, ; “ . LS ee 
~ = - ~ ~— , "i ; { 
a . ~. ‘eas ‘ me 
’ ps are, = = ~~ : = 7 > * 
' ’ > = ' Se . » S , a pee is : 
| a j Py) , Pe Si . 4 J, ns i ee 2 ; 7 as 
——e sae Ces 2 ¥ - ¥ ee. re i in a a 
oa A m, | , igs raat “* = fe, ae oe ab oe 
. * i . ea ‘Pe . ° 
, . y z ' % 7 . a [. S 1 be ‘ % : ; 
: { ‘ i : an Ms 4 a ad a a pe r ed eee ee 
° nie ia. + 5 pets q , ad Piet Le Pi om eer a ‘ 
we ee tee ae, ee ie : > A 2 Unite wee. = eg 
i 4 cd eat, a¢% Su Ci diate Sane > % Poe eae } q 
ene Mae | OS \ eee sap A eee me , _ 
ee Sa, = Ne -..° ¢ oe mes: ad 
. { “ c . a - “piel me ” ‘ e we > 
ee i+ _- . ‘a ey § io * Xe . 
7 ; ~ %, 4 wt ‘ : ee 
= rt bs : ‘ Pe j ‘ : + ca 
ae 
re 7 
. og 
pe ” ’ ke 
: o 4 a ee * 7 - 
iy ts . 7 by Ms pe, “*, : lee t Ca ed Fy) a SS 
. _ . . a . Nees o> a 
“ ics ec Soaee "a aaa * ) # o ; ; a i a ai ‘ _* Py 
. a is = a ns Rees ae ‘ < er. ae ; ae P é ° & - 
y a - es oe We ae . the ca | : abs 
EO a a* NG Se «* ee * 
’ - a . tao = ~ > ets ed * : im ‘ *. ey ; es 
i En ~~. ; hen, — .; et ; bas hg J . i 
*y —s . sa . P. yi a . 4 ‘ my ” se 
~ i | 
~N 
= sted 
> — KS a 
<" 3g F 
o * 
=> | pat 
I ity ee ii 
a ne 4 
% i ny ee 7 
i” . = bi a 
ae ee : 
i> . a ae 
| Reis , . \ ee 
s < « * ' te A 
| oo. ie an 
/ . et * , oe 
| De . e' > 4 
4 ™ Bis 
] — : : é — a 
t ; 5 P a. f : 
“< ¥ . . ants 
. v (ihe: PO he 
~ ea ar ‘ : 
| _ ws F : SaR K a 
“ Sa. ce. * Gil 5 
a . + ae im t ae 1. 
a as 5 ri ae 3 bs 
£ Pa 4 ; * amen ®. pe 
| a f > ee ee “i 
—s 7 ‘ne 4 ® > - # , i ~ = 
4 “ "Nl + 2 o* \ f >. a * _o 7 \ 
+ a pete: 2 bs 4 a € alien, . F’ . 
ia Men, lieu - ; - a 
x ¥ \ | — ; x 
- a 7 ; hn a ; 
ot. > * ee a alte ij ~~ =a 
~~ a S hod kis - ae gree ; 
, tie he Iii Ce —— - a . ao se es 
Vee eat - Font i ce 
; a i _ ee 7 
2 
‘ ed = 
™S . cP . a 
- ; 
aia: be = 
Se RE , . 
- ae hae hs . oP 
sy at x . ‘ 
«hae a 

a i ee ee ss = 

= oe ity - 7 

: a Se me 

pens Phe. . 
a rs ita aid be . j A . 
=~ | Jae aR ere ee 

a ae ee Res ee be ee , 

Re . ry: My 7 ; % ae 4 a 3 ; , a eae i : 
~~ 
ia 

Aa. : pa rots ee pry ce i :. = z a ae i Ae: ce a tae a) of a sh . *) ae rr ses ta) oe ed = ‘ rt aa we ak" hs Bry : Hesse eam is a. = we - Lae aa “srr x = as oe 
fon, ge oS Oe Ee ae WE oe eh ey ir ee oe ery a ae ae Be, ccs Li RR eek I ey oe be : eee 
ets. S » ame ; Bas Sls : i ik : ¥. “ot ; 3 nay ay 4 i y & ‘| et ig i a ‘ he gg ae tig, ed 
aie ee egies ae © 4 fs eS Ci ee me a SIs eee TES ER a ee Po ee My a 7, Sele eet ee pay, Le a dee eee 

Fee . he ae ee iy, 5; = 2 if a. Pa et ieee Ps iz we a eae eS ‘ig PR lie & ie xX 4 a Si Mee i : rip E eee je 2 0 pager a hy, We e's Bre. ‘eax ten 

© eee pg SS SN oR i a ae Tit = ee ae si ve oa et ae i aa eee ee ee a ee” aS es te es eee oe Pe a tas = 


4 


ADVERTISING AGE 
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General Electric 
Will Promote 
Extra Set Idea 


RCA to Feature ‘Jinx’ 
Falkenberg in Radiola 
Copy 


New York, June 12. General 
Electric Company will promote the 
extra set idea in its fall radio and 
television receiver campaign which 
will get under way in September. 
The drive is based on a survey 
which revealed that 75 per cent of 
the homes having radios have but 
one set. 

G-E copy will offer ideas on how 
an extra radio or television set can 
be used, offering the kitchen, chil- 
dren’s room or other places in the 
home as examples. Large copy will 
be alternated with one column copy 
in the national magazine drive. 
The schedule, now being made up, 
will include Life. 

Featured among the promotion 
materials will be miniature spot 
displays and lithographed three- 


dimensional spot displays for use 
either inside stores or in windows. 

The new table model line shown 
to field men during the first week 
in June will be annouced to G-E 
distributors beginning June 16 at a 
series of previews to be staged 
throughout the country. The new 
line of consoles and combinations 


will be introduced shortly there- 
after. 
Dr. W. R. G. Baker is manager 


of the radio and television depart- 
ment, Harry J. Deines is advertis- 
ing manager. 


FAMOUS MODEL WILL 
HELP SELL RADIOLAS 

Chicago, June 10.—Their interest 
whetted by the personal appearance 
of Jinx Falkenberg, RCA _ tube 
and equipment distributors learned 
at their second annual covention 
here yesterday that the famous 
model and screen star will lend her 
beauty and her smile to the dis- 
tribution of Radiolas during the 
coming year. 

The comely Jinx will appear 
on such promotion materials as 
counter cards, window display ma- 
terial and in cooperative advertis- 
ing copy, according to D. J. Finn, 
advertising and sales promotion 
manager of the RCA Mfg. Com- 
pany, Camden, N. J., who was 
master of ceremonies. 


RCA’s presentation of its new| Other selling tools offered by 
models and equipment was dra-|Ken-Rad are hanging metal signs, 
matically staged with the assistance |electric clocks, counter displays, 
of such theatrical appurtenances as | shop coats and shirts, mailing cards, 


spotlights, velvet curtains and a_/| illuminated blackboards, price tags, 
plentiful array of stage props. | giant tube cartons, job tickets, ship- 
Just to make doubly sure that|ping labels, tube stickers, news- 


interest in the presentations didn’t | paper ad mats, imprinted station- 
lag, RCA also resorted to thejery, book matches and post card 
current vogue for spicing trade | order blanks. 

talk with galaxies of girlies garbed | 

in some of Madame Brevity’s scant- _CROSLEY WILL PUSH 

iest numbers. FLOATING JEWEL SYSTEM 


Cincinnati, June 12.—A new type 
KEN-RAD OUTLINES of phonograph tone-arm and needle, 
PROMOTION PLANS 


called the floating jewel tone sys- 

Chicago, June 11.—A _ patriotic | tem, will be featured in promotion 

motif will mark promotion ma-|of the finer models of the new 1942 
terials for the Ken-Rad Tube &| Crosley radio-phonograph line. 

Lamp Corporation, Owensboro, This idea will be carried through 

Ky., during the coming year, ac-|a “Rainbow Girl’ life-size display 

cording to a presentation to dis-|for the Crosley line, portraying 


tributors made yesterday by R. W.|Crosley’s 1942 radio theme, “The | 


Metzner, advertising and general| Rainbow of Sound.” The display, 
sales manager. | arranged on an easel, will be avail- 
Ken-Rad tubes will appear in | able for use as a window display 
window displays, window stream-|or on the sales floor. Another back- 
ers and envelope’ enclosures as | ground display, illuminated with 
marching on parade, saluting in|seven lights, will have space for 
the shadow of the American eagle, | showing 10 sets. It consists of two 
flying in fighting plane formation | five-set units and a top center band 
or being adorned with a 
Such appropriate lines as “On Pa-|bow. This full-color rainbow is 
rade,” “In Service,” “All in Step,’ |set back a few inches from the face 
“Always in Line,” and “Decorated |of the display, lending depth and 
for Service” will carry out the mili- | perspective to the ensemble. 
tary idea. 


Negotiations 


PITTSBURGH'S BEST BUYING GROUP csriscz aS2282. 


rows LARGER and LARGER 


Washington, D. C., June 12.—An- 
other step in the negotiations be- 
tween ASCAP and CBS and NBC 
was completed here yesterday when 
representatives of the Independent 
Radio Network Affiliates met with 
ASCAP officials to discuss terms of 


~ 213,000 


POST-GAZETTE 


CIRCULATION GAINS 
Six Months Ending March 31st, 


the new agreements. 

According to Samuel R. Rosen- 
baum, Station WFIL, Philadelphia, 
IRNA chairman, the station men 
did not constitute a negotiating 
committee. The meeting was held, 
Mr. Rosenbaum said, to “learn fully 
| the status of the present ASCAP 
offers” which will be reported to 
the IRNA board for consideration 
and further discussion. An ASCAP 


agreement as “basically the same” 
|}as that concluded with Mutual. 
Representing ASCAP at the meet- 
ing were John J. Paine, general 
manager; E. C. Mills, head of the 
administrative committee; and John 
O’Connor, member of the board of 
directors. Those present for IRNA 


215,000 


222,000 


*Five months only, because of Strike in March, 1941 


Cincinnati; Ed Craig, WSM, Nash- 
ville; Charles W. Myers, KALE, 
Portland; John A. Kennedy, WBLK, 
Charleston, W. Va.; Gene O’Fallon, 


232,294 


The Workshop of the World Isn’t 
Just the City of Pittsburgh Alone! 
It ls Made Up of the 15 Counties, 
174 Cities and Towns Surrounding It. | 


In this district there are nearly 3,000,000 people to whom the City of Pitts- 


burgh is really downtown. 


For unlike other metropolitan centers where manufacturing is concentrated 
within big cities, the giant industrial plants of this District are, for the most 


part, located outside A. B.C. Pittsburgh. 


Sell Pittsburgh, of course! The Post-Gazette can do it! But now as never before cles 
you'll want to sell the ENTIRE PITTSBURGH DISTRICT. The Post-Gazette can 
And at no added cost! 


do that too! 


Pittsburgh Post-Gasette | 


One of America’s Great Newspapers f | 


KFEL, Denver; James 
WLW, Cincinnati; and A. J. Mosby, 
KGVO, Missoula, Montana. 


Introduce New 
Magazine Devoted 
to Defense Theme 


New York, June 12.—Street & 
Smith Publications used 1,320-line 
space in four newspapers today to 
introduce National Magazine, a new 
10-cent monthly devoted to defense. 
The July issue is now on the news- 
stands. 

Copy declared that the country is 
entering into a “new phase” and 
that the new magazine “is designed 


to meet this great emergency.” In| 


addition to fiction and humor, arti- 
give behind-the-scenes vicws 

‘of factories and military camps. 
On the newspaper schedule were 
|the Chicago News, Detroit Free 
Press, New York Times and Wash- 
ington Star. Modern Merchandising 
Bureau, New York, is the agency. 


Rockland Rubber Bought 


Plymouth Rubber Company, Can- 
ton, Mass., has purchased the Rock- 
land Rubber Company, Rockland, 
Mass. 


KOB Ups Power 


Station KOB, Albuquerque, NBC 
outlet, has increased its power from 
10,000 watts to 50,000 watts. 


Publisher 


Expenditures of 
Advertisers Up 
10% in ‘40 Over ‘39 


New York, June 13. — Expend 
tures by national advertisers 
newspapers, magazines, netwo) 


medal. | that completes the arch of the rain- | 


spokesman referred to the proposed | 


were, in addition to Mr. Rosen- 
' baum, Paul W. Morency, WTIC, | 
|Hartford; L. B. Wilson, WCKY, 


Shouse, | 


radio and farm papers were a) 
proximately 10 per cent greater 
| 1940 than in 1939, it was disclose 
|today in the analysis prepared 
|the Bureau of Advertising, ANP. 
|Total invested by national adve 
'tisers in the four media last y« 
was $420,479,442 compared wi 
$383,390,357 in 1939. 
| While magazines and farm paps 
received the same share of the ¢ 
| penditures last year as in the p 
| vious year the proportion for new 
papers dipped slightly—from 40 
38 per cent of the total—and net- 
| work radio picked up the two | 
cent, boosting its share from 21 ‘9 
| 23 per cent of the total. Magazinos 
received 36 per cent and fa 
papers 3 per cent. Al! four med 
however, showed actual dol 
gains in 1940 over 1939. 
National advertising expenditures 
|in the respective media for 1940 
| were as follows: newspapers, $16),- 
| 838,784; magazines, $150,712,3°2: 
network radio, $95,768,864; fa 
| papers, $13,159,462. The breakd: 
of expenditures in 23 major cla 
fications and 51 sub classifications 
shows that groceries held its 
| position with $97,751,448 investe: 
in the four media combined, repre- 
senting 23.25 per cent of the tot 
The nine next largest classificati: 
| were automotive, $68,777,869; toilet 
| requisites, $47,596,636; tobacco, $36 
693,488; alcoholic beverages, $27,- 
| 920,643; medical, $24,996,530; hou 
|ing equipment, $20,707,998; indus- 
itrial, $13,651,610;  transportatio: 
| $12,904,874; wearing apparel, $11 
| 759,523. 
| Although groceries was the to; 
ranking classification in 


‘ 


each 0! 
|the four media in 1939 the record 
for 1940 discloses that automotive 
supplanted it for first position 

newspapers. Groceries took second 
|place in this medium and retain 
ime honors in the other three. 


Tyson to Koretz, Ideas 


Koretz, Ideas & Co., Newark, N. J., 
has been engaged to handle adver- 
tising of the Tyson Corporatior 
Woodbridge, N. J. The company 
manufactures rubber substitutes. 


Expands Radio Page 

The Minneapolis Star Journa 
has livened up and expanded 
Sunday radio page under the di! 
tion of George Grim, radio direct 
The Star Journal airs five progra: 
over Station WCCO, with whic! 
has a tieup, including a daily ad and 
feature stories. 


Appoints Doremus & Co. 


Johnson & Higgins, New Y: 
insurance broker, has appointed 
Doremus & Co., New York, as 
vertising agency. 


ne 
4 


Sioux City Market 


With Over 52,000 .(s,) 
Daily Circulation. 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards industry in the United 
States. Fg : 
1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 
industry. ; : 


| 


S sce : 
General Advertising Representative of The Journal 
NOEE, ROTHENBURG & JANN 
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Why LIFE is like 20,000,000 telephones! 


‘te TELEPHONE has deeply influenced habits of Amer- 
ican life. 


It has become a standard of modern living, of modern 
business. 


And in these United States there are now something 
more than 20,000,000 telephones linking Americans in 
common bonds of ready communication. 


LIFE Magazine, too, has become an influential element 
of modern living for great masses of Americans, inform- 
ing them, keeping them in touch with each other . 


...reaching, in fact, a total weekly 
audience of more than 20,000,000 
men, women, and young people!* 

This avid, ever-expanding audience comprises more peo 


ple than ever before have been attracted to the pages 
of any magazine. 


Each week they look eagerly for LIFE because LIFE’s 
fascinating new picture-and-word editorial technique 
gives them truth and reality about a world they are try- 
ing to comprehend—truth and reality presented in a way 
they like, understand, and absorb. 

Advertisers are keenly aware of LIFE’s unique grip 
on all these people—which explains why LIFE now car- 
ries more pages of consumer goods advertising 
than any other magazine. 

“4 4 4“ 
*Scientifically established and reported by LIFE’s Continuing 


Study of Magazine Audiences. Latest audience totals, from 
Report No. 4: 


COLLIER’S . . 2. 1 «© © «© © tt («4,750,000 
LIBERTY. . . . » « « « « « « 12,900,000 


|, a a ee ee ee 
SATEVEPOST. . . .. . « « « « 13,050,000 
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ADVERTISING AGut 


June 16, 1941 


New Packages 
Credited with 
Boosting Sales 


Primary Colors 
tinue to 


Choice 


New York, June 11. 


sales 


Con- 
Dominate 


Attributing 
ranging up to 400 
per cent to newly designed or rede- 
signed national adver- 
tisers this week indicated that pri- 
mary continue to rule the 
roost as far as eye appeal is 
cerned. According to data gathered 
from several hundred merchan- 
disers of consumer goods by Eagle 
Printing Ink Company, with 


increases 
packages, 


colors 


con- 


red, 


AROUND 
the CLOCK 
24-HOURS 

a DAY 


REPRESENTED BY BLAIR 


its high recognition value, and blue, 
possessing universal appeal, rank 
almost equal in packaging prefer- 
ence. Yellow, the color of highest 
visibility in the spectrum, also finds 
widespread use, while green follows 
in fourth place. 

Pointing out that color in pack- 
age design is concerned primarily 
with high attention, ease of recog- 
nition and memory value, the Eagle 


survey shows that few tones are 
being used aside from the four 
colors mentioned. Although odd 
shades, such as blue-greens, yel- 


low-greens, lavender and pink may 
be individually and_ intrinsically 
beautiful, the study emphasizes 
that they lack primitive and _ pri- 
mary qualities, and thus fail either 
to compel the eye or impress them- 
selves on the memory. 


Offer Check-List 


3ased on the experience of 
tional advertisers, the 
six-point check-list is 
packaging guidance: 

1. The first duty of a 
is to command the eye. 
is perhaps most vital. 

2. After catching the eye, the 
second duty of the package is to 
tell what the product is 
establish its identity. Here typog- 
raphy and design are important. 

3. The third duty of the design 


na- 
following 
offered for 


package 
Here colo1 


and to 


and color scheme is to be appro- 
priate to the product. What factors 
in color and design seem to lend 


themselves 
item? 

4. The fourth duty of the pack- 
age is to please the eye and the 
emotions. A startling package that 
catches the eye but fails later to 
please it is not as good as one that 
achieves both effects. 

5. The fifth duty is to invite 
handling and further examination. 
Here neat details score heavily and 
influence the customer to buy. 

6. The sixth duty of the pack- 
age is to be well constructed, 
durable and handy in use. 


best to a particular 


Tell Specific Results 


Including in its scope such varied 
products as foods, pharmaceuticals, 
household supplies, tobacco, and 
metal specialties, the survey sheds 
light on the specific results 
attained by well-known advertisers 
as a result of package changes. A 
manufacturer of salad dressings, 
for example, reported “immediate 
consumer response” to new labels 
consisting of bright red and dark 
blue on white stock. Food dis- 
tributors, incidentally, noted the 
rapid growth of the practice of 
reproducing natural-color illustra- 
tions on packages. In a typical in- 
stance, such reproductions com- 


sales 


Suppose you were a 


government (maybe you are)... 


$$$ 


Motors . . . General Baking 


mee 


...U.S. Steel... or United States of America. 


$$$ 


to reach you in any one of those jobs? 


$$$ 


you would read the one publication that re- 
ports each day's news of business and world 
events, with clear understanding of vour needs 


and the serious new problems vou face today. 


$$$ You would read 


and editorial organization both 


and highly specialized enough to serve you 


well in your work. 
$$$ 


of that. Count on The Wall 


for the sure contact vou must make with im- 


sidents and other 
PENETRATION 


* Volt aontluy pre Wicers 


engineers “ 


Suppose you were president of General 


What advertising medium would be sure 


\s regularly as you eat. sleep and shave. 


the one with a 


So when vou buy advertising space. think 


Street Journal 


ut such ¢ 


that w ‘uW 


portant people 


business.’ 
$$$ 


And 80°, 
desks 


“giant” of business or 


LoS. Rubber 


news 


“oe . ay 
large enough 


ecutives as purchasina avents 


lapel ce you 


leaders in public life. 


nuanagement executives in 


Its cost is low: its impact, astonishing. 
of its subscribers read it at their 
where secretary, telephone and buzzer 
are at hand to convert interest in your adver- 


lising into action. 


Wall Street Journal 


’ ’ = 
siles direct res, plant managers. chief 


bined with a _ vivid blue band, 
pushed sales up steadily for a meat | 
packer. 

Sales increases between 33 and 
410 per cent were cited by a maker 
of proprietary products following 
the redesign of packages for his 
entire line without any other 
change in promotion. In this in- 
stance close attention was paid to 
the visual and psychological fac- 
tors in the use of color. Combina- 
tions included green and black on 


white; red and warm gray on 
white; maroon and red on white; 
green and black on bluish gray; 
dark green and light green on 
ivory. 


“In each case the colors used 
were selected with regard to the 
function of the product—to soothe, 
to cool, to wash, to warm, etc.: the 
appeal—to men, women or both; 
and the display value,” the manu- 
facturer reported. 


Green for Soap 


One of the largest soap makers 
in the country reported conclusive 
evidence of a 
on a toilet soap wrapper. Con- 
sumer research has convinced the 
company that there is no great indi- 
cation of design preference, as long 
as the basic color is green. 

In the tobacco field, a manufac- 
turer who has kept records of in- 
creased resulting from new 
package designs specified brown, 
black, red, blue, green and alumi- 
num as the best suited for 
his purposes. Another company in 
the same field singled out red, blue, 
brown and _ buff. 


sales 


colors 


‘Gasless Sundays’ 
Hit by Eastern 
Resort Industry 


Mass., June 11.—Oil 
Administrator Harold L. Ickes’ pro- 
posal for voluntary Sun- 
days” to conserve limited petroleum 
on the drew 
prompt, heavy fire this week from 
leade! resort 


Pittsfield, 
“gasless 


eastern seaboard 
in the recreation and 
industry 

Laurin G. Treadway, president of 
the Berkshire Hills Conference and 
head of the Treadway Inns System, 
called the Ickes idea “a blow to the 
working man.” He said ways should 
be found to conserve gas which 
would “not rob the man of 
his Sunday outing.” 


poor 


For the New England Council, 
Glenwood J. Sherrard wired Admin- 
istrator Ickes that “‘gasless Sundays” 


would be “little 
to owners of 
O00 


short of ruinous” 
the region's $500,000,- 
recreational property if the 
same voluntary prohibition was not 
invoked in the rest of the country. 
He suggested as an_ alternative 
shorter hours for dispensing gas 
and an educational campaign 

Mr. Treadway said * ‘Gasless Sun- 
days’ are a blow to the 
National 


powel 


working 
defense requires 
to exert itself Man 
cannot work all the time. Recrea- 
tion makes for better work and 
higher production Hotels, restau- 
rants, tourist homes, and 
amusement places depend on Sun- 
day travel. We should have regula- 
tions to conserve gas, but we do 
not want to rob the poor man of 
his Sunday outing.” 


man. 
man 


cabins, 


Kodak Advances Three 
Charles K. Flint, general man- 
iger of the Kodak Park plant of 
Eastman Kodak Company, has been 
made a vice-president of the com- 
pany Edward S. Farrow has been 
appointed production manager, suc- 
ceeding Dr. Albert K. Chapman, 
wno was elected a vice-president. 


preference of green | 


REDESIGNED 


After surveying consumer response 
advance, Los Angeles Soap Compary, 
Los Angeles, redesigned all its cart 
and launched a book club campe 5 
based on the current interest in g 


books. 


box tops to the club, get for 20 to 7 
cents best sellers which cost much m 


in 
m 


R. 


s 
n 
d 
White King users, by send ng 
0 
e 


original editions. Typical grocers 

ass display is shown here. Raymond 

Morgan Company, Hollywood, is the 
agency. 


? 
a« 


Weihenmayer, L. H. 
pany; and John C. Spurr, McG: 
Hill Publishing Company 


Kill Gross Receipt Tax 


tives has killed a measure to le 


tax on one-half of 1 per cent 
the gross receipts of all mer 

in the state. The house also 
feated a bill to reduce chain 

taxes, retaining the present t 
which range from $10 to $400 
store. 


McCullough Elected 
EIA President 


James S. McCullough, sales 


motion and advertising manag: 
Yale & Towne Mfg. Company, P 7 
delphia, has been elected pre nt 
of , 
Philadelphia. He succeeds Walter H 
Gebhart, Henry Disston & Sons, 


Eastern Industrial Adverti 


A. O. Witt, Schramm, Inc.. 


named vice-president; S. D. Du 
horst, Cochrane Corporation, s¢ 
tary; 
downe, Pa., was re-elected treasu 
New directors are Graham Ro! 
aldwin-Southwark Division; H 


and Walter S. Fogg, L 
r 


Gilmer Ci 


The Florida house of represen 


“ECONOMY 
RESEARCH’ —a 21 page book- 


let—is yours for the asking. 


RECORDING & STATISTICAL CO 
102 Maiden Lane, New York, 


IN MARE! 


R & S complete facilities and 
long experience meet the 
exacting demands of agen- 
cies, publishers and market- 
ing analysts requiring de- 
pendable research tabulating. 


CHICAGO 
MONTREAL 


PERSONALIZE 


vour pomt of purchase § dis- 


sine 


Signs 


PANELLIT DISPLAYS, Inc. 
1528 Armitage Ave. 
thead of the Times 


Chicago. HI. 
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June 16, 1941 


ADVERTISING AGE 


PHILADELPHIA 
A Busy... Bustling... Buying Market 


PHILADELPHIA’S familiar titles .. . “Workshop of 
the Nation”... “America’s Greatest City of Homes” 
... Spotlight it as your outstanding opportunity for 
selling. 

Today, to this normally great market, are added 
tens of thousands of new weekly pay envelopes: 

For the PHILADELPHIA area** representing 
2.4% of the nation’s population ... has been awarded 
10.1% of all National Defense contracts. To April 30, 
1941, defense orders for this industrial area totalled 
$1,696,610,292. And 40% of this stupendous sum, it is 
estimated, will go into wages! 

Increased employment with its huge, regular weekly 
payday means extra demand for merchandise of every 
description. 

You can cover this Busy, Bustling, Buying Market 


**PHILADELPHIA INDUSTRIAL AREA comprises Philadelphia, Montgcome:y, Ches 


with The Evening Bulletin—eflectively...economically! 
The Evening Bulletin reaches most families in the 
Philadelphia retail trade area, 131,000 more than any 
other daily newspaper. Ninety-five per cent. of The 
Bulletin’s circulation is within this area. 
The Evening Bulletin reaches the home at the 
family’s leisure hour — the time to do your most 


effective selling. A survey by Publication Research 


Service shows readers spend 43% more time with The 
Evening Bulletin than any other Philadelphia daily 
newspaper. Longer reading time means more adver- 
tising attention time. 


Ask your advertising agency about The Bulletin’s 
exceptionally low cost per reader ... or write direct to 
The Evening Bulletin, N. E. corner Juniper and Filbert 
Streets, Philadelphia. 


ter, Bucks and Delaware counties . . . Camden, Burlington and Gloucester counties. 


Copyright 1941, Bulletin Co., Philadelphia 
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ADVERTISING AGE 


June 16, 1941 


Porscee Legal Test 
of Wool Labeling 
Act's Validity 


New York, June 12.—A legal test 
of the constitutionality of the wool 
labeling act appeared in the offing 
here this week when counsel for 
the Clothing Manufacturers Asso- 
ciation of the United States of 
America submitted an opinion cit- 
ing several grounds on which the 
act might be attacked. Predicting 
that the courts would hold the act 
unconstitutional, attorney David 
Drechsler said that the group will 
probably institute legal action and 
then carry the test to the U. S. Su- 


mt 
“IT shall advertice 
peece off a cow ofer WFEDF 
Fleent Meesheegan. Zen I shall 
eat ze filet mignon effry day.” 


zees master- 


preme Court if necessary. 

In discussing the vulnerability of 
the act on constitutional grounds, 
Mr. Drechsler declared that under 
the due process clause Congress had 
no authority to enact the law. The 
act is also unconstitutional, he con- 
tinued, in that it provides for fine 
or imprisonment for wilful viola- 
tion. A penal statute, Mr. Drechs- 
ler contended, is unconstitutional if 
it does not give the accused an op- 
portunity to defend himself. He 
said that since there are no testing 
methods to determine the relative 
proportions of new and used wool 
in a given piece of fabric, the ac- 
cused violator would be unable to 
prove the truth of his label and 
would therefore be deprived of a 
means of defense. 


Irene Gregg Advanced 

Mrs. Irene C. Gregg, for the past 
two years designer in the premium 
department of Ostby and Barton 
Company, Providence, has _ been 
named advertising manager and will 
have charge of all premium promo- 
tion work. 


Account to Moore & Hamm 

Chemical Research Products 
Company, Roselle Park, N. J., has 
appointed Moore & Hamm, New 
York, to handle advertising for 
its Permeen and I-Vex home reme- 
dies. 


_ defense 


Dismisses NBC 
Suit Against 
Gillette, MBS 


New York, June 12.—The suit 
brought by National Broadcasting 
Company against Mutual Broad- 
casting System, Twentieth Century 
Sporting Club and Gillette Safety 
Razor Company was dismissed in 
supreme court here today because 
of insufficient evidence. NBC had 
claimed that its oral contract with 
the boxing club on _ broadcasting 
rights to fights in Madison Square 


Garden was violated by a subse- | 


quent agreement with Mutual and 
Gillette. 


Supreme Court Justice Lloyd 


Church granted the motion of the | 


attorney for a 


summary | 


judgment dismissing the suit on the | 


grounds that the plaintiff had failed 
to establish cause for action in its 
complaint. NBC was allowed 20 
days to amend its complaint. 


Advance Green, Braun 


Wendell A. Braun and Nathan 
E. Green, both members of the ad- 
vertising staff of the Tribune, 
Sioux City, Ia., have been promoted. 
Mr. Braun will be local advertis- 
ing manager, and Mr. Green adver- 
tising promotion manager. 


MACY'S LINAGE in the MIRROR 
1936 1938 1940 
T T T T | 534.553 
477,008 
433,229 
Jin 
269,052 | 
| 
230.531 
5.155 \ fl | 


These four ‘M's tell a story. 


In the month of May, Macy's used more advertising space in the 
Mirror than in any other tabloid newspaper. 


Of course, Macy’s space-buying isn't guess-work. All retailers 
can tell from their sales-slips how well their advertising pays. 
But Macy's, especially, have a reputation in the trade for the 
most exact system for determining their advertising costs. 


Macy's used the Mirror cautiously at first. It paid. They tried it 


in other departments, one by one. 


It paid. Macy’s use of 
the Mirror has increased gradually, year by year. 


Now, on 


the basis of last month's linage, the Mirror was Macy's Tabloid 
No. 1. (/t may never happen again, but we can’t resist relling 


you about it.) 


HOUSE DETECTIVE PROVES POPULAR IN TEST 


RACE LOOKS TO 
McCARTHY— BAKER —VITT 


wes | 2 siasans ce 


Scagraw's 


a 
ty TWE SEAGRAM HOUSE DETECTIVE SAYS 
4% 


TO LOOSEN WINDOWS THAT STICK 


~ 


OTHER HELPFUL HINTS TO COME! 
Werch ter the Seagram Howse Detective! 
Moe to Wap Creat: in Mees end boon 
How te Toke the Mane out of Metey Fewcete 
Mow to Fis Smety Chummey Fives 
Mow © Rape Broter ond loose ‘tes 
And mony other) Mot yew wen! © tnee obew! 


Seagram's 5 Crown 


Objections of some states to liquor advertising which features sports figures, such 


as the Seagram 5-Crown ad at the left, 
"Here's how’ idea adapted to household hints. 


led to a campaign based on the same 
Reports show the ad at the 


right outpulls the sports theme in observation. 


Seagram Detective 


| 
} 


Outscores Sports 
Figures in Test 


New York, June 11.—The restric- 
tion imposed by some states on 
sports as a copy theme for liquor 
advertising has developed a_ test 
campaign for Seagram Distillers 
Corporation which may be extended 
to markets other than those origi- 
nally planned, it was learned here 


today. 


Seagram’s current 5-Crown news- 
paper campaign features the opin- 
ions of outstanding sports figures on 
topics of the day. A typical inser- 
tion, for example, is headed, ‘“‘Here’s 
How ... the American League Race 


| Looks to McCarthy (New York Yan- 
| kees); Baker (Detroit Tigers); Vitt 


(Cleveland Indians). Joe Williams, 
sports writer, reports the views of 
the managers. The product tieup is 


|earried through with “Here’s How 


| 


. to be sure of a whisky that 
makes every drink a winner.” 

To meet the objections of several 
state liquor moguls, the 
How” idea was adapted to house- 
hold hints, instead of sports. A new 
trade character, the “Seagram House 
Detective,” was introduced to spon- 
sor such practical tips as methods 
for removing spots from wallpaper, 
clearing clogged drains, loosening 
windows that stick. The “Here's 
How” carryover to the product copy 
continues as before. 

The household copy is currently 
being tested in newspapers in Wash- 
ington, Montana, Oregon, Georgia, 
Minnesota, Indiana, Utah and New 
Hampshire. 

Carroll Rheinstrom, vice-presi- 
dent, Ward Wheelock Company, 
Seagram's agency, told ApVERTISING 
AGE today that, according to Hooper 
reports, the new copy is outscoring 
the sports theme in observation. 
Observation ratings for the “House 
Detective” series range from 57.4 to 
72.8 per cent, with identification rat- 
ings running from 59.7 to 70.0 per 
cent. The sports ads, on the other 
hand, show observation percentages 
between 50.8 and 72.3 per cent, and 
identification ratings 61.7 to 
76.7 per cent. 


from 


C. Karl Berray has been named 
production manager of Arthur 
Towell, Inc., Madison, Wis 


“Here’s 


‘Levy $20,000 in Fines 


in Oil Anti-Trust Case 

Federal Judge Walter G. Lindley 
has imposed fines totaling $20,000 
against two oil companies and five 
|individuals in Madison, Wis. The 
|ecompanies and individuals were 
|convicted of conspiring to fix retail 
gasoline prices at artificially high 
levels in violation of the Sherman 
anti-trust law. 

The defendants, convicted after 
a 16-week trial in 1937-38, had 
been granted retrials but changed 
'their pleas to no defense. They 
| were Standard Oil Company of In- 
diana; Cities Service Company, 
New York; Alexander Maguire, 
president, Shell Oil Company; A. G. 
| Maguire, vice-president, Wadhan 
division, Socony-Vacuum Company; 
Edward J. Bullock, vice-president, 
Standard Oil Company of Indiana; 
|H. J. Kennedy, Continental Oil 
Company. Total fines to date 
amount to $572,500. 


Caples, Sherrill Named 
V. P.’s of BBDO 


< 


- 


John Caples and Leicester H. 
Sherrill have been elected vice- 
presidents of 

Batten, Barton, 

Durstine & Os- 

born, New York. 

Mr. Caples, who 

has been with 

BBDO for 14 

years, Is the 

author ef three 

books and nu- 

merous articles 


on advertising as 
well as being a 
recognized au- 
thority in copy 
testing, of which 


John Caples 


he has charge at the agency. 


Mr. Sherrill, originally with 
BBDO from 1926 to 1928, rejoined 
the agency in 1938 as an account 
executive. During the interim he 
was associated with General Foods 
|Corporation and Compton Adver- 
tising, New York. 


Buick Used Car Book 


“Modern Used Car Management, 
a new booklet on the five phases of 
used car selling—display, adve 
ing, reconditioning, proper pric ng, 
and management—has just been is- 
sued to its field organization by the 
Buick Division of General Mot 


Buchanan Gets Two 


Pauchanan & Co., Los Angeles, 14 
been appointed to handle advertis- 
ing for Flamingo Sales Com}; 
and Seal-Cote Company. 


KMBC. 


“Ask your Agency 
to ask the aN 
COLONEL!” 7 


ty 


FREE 


Arthur B. Church, President 


of KANSAS CITY 


5000 watts - - - 


CBS 


& PETERS, IN 


7 Exclusive National Representative 
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PHOTOMYSTERY 


See how good a detective 


LUE To 


OL Ne Menk LL ten 
ive whe e, 


MILLIONS 


—_ -_ 
| 
a eco 


— 


2. At Franklin’s home, Mr. Oto found 
him pacing the floor. ‘I’m in a jam,"’ he 


said . . . “Our big competitor is taking 
business away from us. The boss blames the 
advertising ... I've got to find the answer !" 


5. “Aha,” cried Mr. Oro, “I think I've got it. Let me 
see your Media Records!" After a few moments of busily 


thumbing through the big volume, Mr. Oto cried out, “'! 
thought so!"’ “Wh-wh-what...?"’ queried our Mr. Franklin. 


——5 


a 


(Before you turn the page, see if you can decide what George Franklin should do to 


ER 
a 
#23 
es 


you are! Try to solve 


this short-short 


mystery 


1. It was after midnight when Mr. Oto, the famous detective, was wakened from a 
sound sleep by his telephone. It was George Franklin, advertising manager of the 
Esterhazy Corp. on the wire. ‘Come quickly, Mr. Oto” he gasped, “I need your help!” 


3. Mr. Oto compared the two campaigns. 4. “Hmm,” muttered Mr. Oto, “How 


"Your ads are better than theirs, and you about media?" ‘‘We both use newspapers,” 


obviously have a good product. Are they said the brow-bedewed Franklin... “As a 
outspending you?” Franklin shook his head matter of fact, we get a cheaper line rate 


No, we're about even.” than they do, in the same markets.” 


HERE’S THE 
ANSWER! 


6. “You may be in the same papers as your competitor, 
but you're not in the same section! They're getting from 20% 
to 80% more readers per ad than you are. That's the whole 
answer in a nutshell. You should. . 


make his advertising work harder!) 
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“COUNT THE READERS PER 


DOLLAR INSTEAD OF THE 


LINES PER DOLLAR,”’ 


SAYS MR. OTO, 


<¢ Just look at the results of this Gallup 
Method Survey. . . showing the average 


reader traffic for each section of the 
eed 


Sunday newspapers surveyed 


go ROTO, 
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@ “Besides” said Mr. Oto, “You'll 
notice that every ad gets ‘preferred 


position’ in roto. Every page is 
equally filled with interesting edi- 
torial content to bring readers closer 
to the ads.” 


NEW YORK, 122 E. 42nd STREET 


@ “Right,” said George, “And I've 
always liked roto printing — because 
of its faithful and clear reproduc- 
tion. What's more ... roto lends 
quality to the product illustrations. 


That means plenty.” 


_ Why Not Let ROTO Solve the Problem? © 


otoplute — THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPER 


REG. U.S. & CAN. 
PAT. OFF. 


Manufactured by KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


Established 1872 


CHICAGO, 8 S. MICHIGAN AVENUE + 


@ “And don't forget,” beamed the 


detective, “Roto advertising has a 
longer life than just R. O. P. ads. 
All in all, Mr. Franklin, I think 
your mystery of the missing millions 
of customers is solved.”’ 


LOS ANGELES, 510 W. SIXTH STREET 
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ADVERTISING AGE 


Land O'Lakes Co-op 
Reviews 20 Years 
in Special Copy 


Minneapolis, June 10.—Abandon- 
ng plans for a mammoth picnic in 
avor of special birthday advertis- 
ng, Land O’Lakes Creameries, Inc., 

giant among marketing coopera- 
tives, this month is celebrating 20 
years of steady progress. 

Land O'Lakes, owned and con- 
trolled by Northwest dairy farmers, 

telling the nation through paid 
space that in the two decades since 
its founding on June 7, 1921, its 
members have sold almost two bil- 
lion units of dairy and _ poultry 
products and that it has succeeded 
in netting for the farmer nearly 
four cents more per pound for his 
butter. 

The story of the cooperative’s 
achievements was told first in full 
page advertisements June 9 in the 
Minneapolis Tribune, Minneapolis 
Star Journal, St. Paul Pioneer Press 
and St. Paul Dispatch. Reduced to 
one-quarter page, this same ad is 
appearing this week in 163 North- 
west daily and weekly newspapers 
and it also will appear as full pages 
in five dairy trade papers. Land 
O'Lakes cooperative member cream- 
eries will follow up this initial ad- 
vertisement with their own copy, in 
one-quarter page newspaper space, 
using the same art work but telling 
the creamery story. 


Single Agency 


Campbell-Mithun, Inc., has han- 
dled the account since the organ- 
ization of the agency 15 years ago. 
Owen B. Smith is account execu- 
tive. Land O’Lakes today consists 
of hundreds of creameries, cheese 
factories, cream stations and milk 


plants, owned by nearly 100,000 
Northwest dairy farmers. These 
farmers also own their principal 


plant at Minneapolis, plus receiv- 
ing, processing and manufacturing 


plants in Minnesota, Wisconsin and ! 


North Dakota, a large branch at 
Chicago, and sales branches strate- 
gically located in principal market- 
ing areas of the nation. 

The cooperative, according to the 
anniversary copy, has never asked 
for discounts on its obligations and 
in the handling of its certificates 
and capital obligations “has always 
maintained the face value and par 
value even during all the years of 
one of the worst depressions in 
world history.” 


Adds to Farm Income 

Extra income which has accrued 
to the dairy farmers, Land O’Lakes 
states, means 11 million dollars 
yearly for them in Minnesota alone. 
It adds: “Through cooperative 
effort, they have made the farm- 
ers’ own brand, Land O'Lakes, the 
world’s largest selling sweet cream 
butter!” 


It's a full-color broadside fea- 


turing tempting ice-cream 
dishes made with bananas. We 
Produced this piece for an ice- 
Cream manufacturer. It is so 
realistic that it makes our 
mcuths water. One look, and 
you will agree it has powerful 
taste-appeal. 


OPPING NEWS 


otor “Division CLEVELAND 


OPENER 


Billions iN VOUUME... Millions OF EXTRA DOLLARS 
FOR NORTHWEST DAIRY FARMERS! 


LAND O’ LAKES CREAMERIES. INC. 


Pepe kee AAD ORR ITER et Camper Seting Saree! Comme Bree 


This full-page advertisement started the 

new campaign for Land O'Lakes Cream- 

eries, Inc., reviewing two decades of 

work on behalf of Northwest dairy 
farmers. 


Promote H. R. Norman 


Hugh R. Norman, since December 
business manager of WNBH, New 
Bedford, Mass., has been named 
general manager, succeeding Irving 
Vermilya, who will continue with 
the company. 


400 Stations Air 
Knox Gelatine 
Announcements 


Johnstown, N. Y., June 10.- 
More than 400. stations carried 
Knox yelatine 30-word — special 
announcements before and after 
President Roosevelt's unlimited na- 
tional emergency speech of May 27, 
an incomplete tally showed today, 
in a unique gesture toward national 
unity by the Knox Gelatine Com- 
pany. 

Leighton and Nelson, Schenec- 
tady agency, mailed rush orders to 
809 stations throughout the coun- 
try, asking them to carry either of 
the announcements, or both if pos- 
sible. 

The announcements were non- 
commercial in character, save for 
the two necessary words, “Knox 
Gelatine.” The first read: “The 


;makers of Knox Gelatine suggest 


that in the interest of national 
unity, you keep tuned to this sta- 
tion for an important address by 
the President of the United States.” 
The announcement following the 
President’s speech was phrased: 
“In union there is strength. Today 
all of us must cooperate whole- 
heartedly in the interests of na- 
tional unity and national defense. 


This is the message from. the 
makers of Knox Gelatine.” 


Order Airmailed 


The order was airmailed to sta- 
tions and stated that no confirma- 
tion was needed—all that the 
agency requested was a bill and an 
affidavit of performance of one or 
both announcements. The exact 
number of stations which aired 


them will be determined within a, 


couple of weeks. 

A few stations declined to carry 
the announcements, explaining it 
Was contrary to their policy. Others 
had scheduled spots and were re- 
strained by time contracts from 
carrying the Knox announcements 
Some notified the agency that they 
would have liked to broadcast the 
announcements, and would have 
preferred them because of their 
message and limited commercial 
character. 

The Knox Gelatine Company has 
previously used radio for news 
commentaries, the “Market Basket” 


program, and football bowl games 


on New Year's Day. 


Push Idea Service 

Rex Cleveland, New 
begun the publication of new serv- 
ice called the Idea Library, which 
brings to subscribers ideas for ad- 
vertising and layouts. 


York, has | 


G-E Manual Helps Sales 


A new, 80-page, three-color book- 
let has been issued by General Elec- 
tric air conditioning and commercial 
refrigeration department, Bloom- 
field, N. J., for its dealers and sales- 
men. The manual is in outline form, 
and is accompanied by a “How to 
Use” book which makes the manual 
effective in promoting better sales 
techniques. 


Build $1,250,000 Plant 

The Goodyear Tire & Rubber 
Company has awarded the contract 
for the erection of a $1,250,000 
plant in Akron to produce Chemi- 
gum, a synthetic rubber. 


YEARS 


OF KNOWING lop; 


LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


tor EFFECTIVE, ECONOMICAL 
BOOKLETS: + FOLDERS 
MAILING PIECES 
BLACK & WHITE» COLOR WORK 


FREE DESCRIPTIVE 
MANUAL ON REQUEST 


SINCE 


LAUREL PROCESS COMPANY S7teeeanenn 


480 CANAL STREET, WEW YORK TO KNOW 
Walker 5. 3030 ° 


SALES volume receives plenty of attention — 


but isn’t SERVICE volume important to your dealers? 


Here’s a proved way to help your 
dealers build more service 
volume —that valuable “repeat 


business.” 


In the Classified section of 
telephone directories, your trade 
mark can be displayed, with a 
list of your local outlets. See 


example at right. 


Then people using your prod- 


advertising agencies. It is recog- 


organization. 


it just call the local tele- i 
phone business office. 


uct can easily find where to get 
authorized service. This plan is 
recommended by many leading 


nized as a way to increase sales 


For information about 


and help build a strong dealer = 


A0NI RECTORY 
CLASSIFIED TELEP ONE DI 
i ur 
‘coation of Yo 
ho or service BOC here 
youR BRAND 

tor YOUR 

your | Mee auct OF Service WARK 


« HERE T0 BUY IT 


His Address,» -- oa. 
_ His Address, 


Your Local Dea 
Your_Local_ Os 


What prospects would see when they looked for 
your trade mark in the ‘yellow pages'— _ 
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Wartime Hardships 
Confront Nation's 
Cosmetics Industry 


Washington, D. C., June 10.— 
Cosmetics are perhaps as far re- 
moved from the category of neces- 
sary defense items as any products, 
and yet the impact of the war on 


this industry is becoming so drastic 


that serious hardships are in pros- 
pect, according to a Department of 
Commerce analysis of the situation. 


1941 Annual Now in Preparation 
No Charge for Listings 
Are Your Reports In? 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


Business Paper Adv. Schedules} 


Basic ingredients of 
cosmetics and toiletries are im- 
ported to a great extent. American 
manufacturers built up large stocks 
before the war, but they are fast 
dwindling and imports have virtu- 
ally ceased due to the British block- 


perfumes, 


ade and to the shortage of shipping | 


space. 

The disruption in foreign trade is 
particularly unfortunate for the 
cosmetic industry in view of its 
rapid growth to front rank impor- 
tance among American industries. 
Within 40 years, annual production 
of American cosmetics has grown 
from than $7,000,000 to more 
than $200,000,000. An additional 
$200,000,000 worth of American- 
made toilet preparations were sold 
last year. 


less 


Progress Great 
Even in deluxe perfumes, the 
domestic industry has made consid- 
erable progress since World War I. 
By means of improved quality, 
packaging and designing — plus 
heavy advertising—domestic de- 


for an astute advertiser. 
NEWS !!— North — East 
corners of the globe 


news 


ers of Station WENR. 


Motor Club. 


Chicago. 


Now available for sponsorship 


the Associated Press, United 
Press, and International News Service gather the 
news of the important events the world over. 

From this kaleidoscopic array of history-making, 
civilization- wrecking, nation-destroying evidence, 
NORMAN BARRY, NBC star announcer, chooses 
the most vital items and presents them to the listen- 


NORMAN BARRY has appeared on well-known pro- 
grams sponsored by General 
Gamble, Quaker Oats, Manhappan Soap, Kraft 
Cheese Company, Beaumont Laboratories, Acme 
White Lead, Morris B. Sachs, Blackstone Products, 
Bath-a-Sweet, Look Magazine, and the Chicago 


He Must Be Good ! 


10 O'CLOCK NEWS with NORMAN BARRY and 
Station WENR, with its excellent primary coverage 
in 185 counties in Illinois, Wisconsin, Indiana, and 
Michigan, will bring you greater sales and profits 
with less effort in America’s second largest market 


Phone or write for detailed information about 


10 O'CLOCK NEWS with NORMAN BARRY and 
Station WENR with the assurance 


You Get More for Less on 


WENR 


ro : 


Seer 


L- 
.e, 
re 


C7 epee 


a4 
ee) 


“a 
: 


a real opportunity 


West — South — from all 


Mills, Procter & 


50,000 WATTS 


NEW YORK BOSTON 
SAN FRANCISCO 


COMO 


Chicago Key Station of the Famous 
NBC BLUE NETWORK 


Represented Nationally by NBC Spot Offices in 


CHICAGO 
HOLLYWOOD 


890 Ke. 


WASHINGTON DENVER 
CLEVELAND 


luxe perfumes now compare favor- 
ably with those produced abroad. 
Synthetic fragrances have been 
developed here, which have made 
|it possible for perfume and per- 
fumed articles to be offered at 
popular prices. 

The problem which the cosmetic 
|industry faces is demonstrated by 
recent British seizures in Bermuda 
lof large shipments from France. 
Negotiations are now in progress by 
which the State Department hopes 
|to gain their release, and arrange 
|for the issuance of navicerts to 
|insure future deliveries. 

Efforts to produce basic ingredi- 
jents in this country are meeting 
with varying success. Substitutes 
have been developed in some cases, 
but production of most of them has 
not yet reached the commercial 
stage. 
become widespread, 
mount heavily. 

What effect the serious situation 
confronting the cosmetic 
will have on advertising, should 
reserve stocks become dangerously 
low, is problematical at this time. 
The impact on advertising will 
depend in large measure upon re- 
sults of efforts to replace imported 
fereesien gee with domestically-pro- 
duced substitutes. Should = such 
efforts fail, the industry’s output is 


costs would 


Should their use necessarily | 


industry | 


| 
| 
| 


NEW DRIVE 


Beech-Nut Packing Company has just re- 


leased newspaper copy for its baby 
foods in the metropolitan New York 
area, with the campaign to continue 
through the summer. Newell-Emmett 
Company is the agency. 


‘Broken Column’ 
Standards Win 


Newspaper Favor 


| 


due to fall and advertising receipts | 


|from this field probably will decline | percent of the 213 1 


= proportion. 


NBC, CBS Launch 
Programs for 
Latin America 


New York, June 10.—Efforts to 
strengthen ties between the Amer- 
ican republics through radio were 


| “broken 


|standards of 


Milwaukee, June 10.—Fifty-three 
arge and small 
which replied to a 
column” questionnaire of 
the Newspaper Advertising Execu- 
tives Association have adopted 
practice for broken 


newspapers 


'columns, the survey shows, 14 per 


accelerated recently when National | 


Broadcasting Company and Colum- 
bia Broadcasting System launched 
programs designed to increase 
knowledge of the Latin American 
republics in this country. 

Entitled “Good Neighbors,” the 
NBC series will consist of 22 dra- 
matized human interest programs 
built around the Central and South 
American republics. Presenting 
compositions by new writers and 
established Latin American com- 
posers, the 60-piece NBC symphony 


orchestra under the direction of 
Dr. Frank Black will be featured 
throughout the series. “Good 


Neighbors” is aired Saturday from 
10:30 to 11 p. m. on the Red net- 
work and broadcast direct to Latin 
America. 

“Calling Pan-America,” the CBS 
series, will originate every Satur- 
day in the capital of a different 
Latin American country and will 
feature native music, including folk 
songs and dances, and brief talks 
by prominent persons. The first 
program came from Buenos Aires 
and others will originate in Havana, 
| Bogota, Santiago, Lima and other 
lcapitals. With a running commen- 
|tary in English for listeners in the 
United States and in Spanish for 
the Latin American audience, the 
series will be aired from 4 to 4:30 
p. m. on CBS in this country and 
will be short- waved to 
America via Station WCAB, inter- 
national station in Philadelphia. 

The good neighbor policy re- 
ceived additional impetus with the 
signing of affiliates in Haiti and 
Honduras by the new CBS long- 
wave network to Latin America. 
The CBS chain, which will bring 
North American programs to Latin 
American listeners via their own 
long-wave stations, now totals 66 
affiliates, assuring blanket coverage. 
Two international transmitters, now 


under construction, will be used 
exclusively for Latin American 
broadcasting. 


Offer Libbey Premium 

An iced coffee tumbler designed 
by Libbey Glass Company has been 
selected by Pan American Coffee 
Bureau as a summer months prem- 
ium and is now being offered to the 
trade. 


Name Marsteller 


William A. Marsteller has been 
named advertising and sales promo- 
tion manager of Edward Valve and 
Mfg. Company, East Chicago, Ind. 


|} overs 


Latin | 


cent have no standards, 24 per cent 
have virtually the same standards 
as those of the NAEA and 4 per cent 
plan to adopt NAFEA standards. 

“Second in popularity to NAEA 
suggested standards is the familiar 
provision of an inch for every col- 
umn: every advertisement must be 
at least as many inches deep as it 
is columns wide,” according to the 
NAEA _ report. “Parenthetically, 
a national advertiser following this 
precept in the size of his copy would 
find it acceptable to all but a small 
percentage of newspapers in widths 
up to 6 columns.” 

“Universal adoption of NAEA 
standards is no doubt far in the 
future because of mechanical limi- 
tations, the cost of such change- 
in equipment and long es- 
tablished practices,” continues the 
report. “Nevertheless, the sweep- 
ing endorsement accorded them 
through this survey bespeaks the 
alertness of your association in 
sound research into newspaper 
planning.” 


RCA Frees Aluminum 


With aluminum at a premium for 
national defense work, RCA re- 
search laboratories have perfected 
a new 16-inch, fire-resistant, paper 
core recording blank for use in radio 
studios, airline terminals, and other 
locations where sound is recorded 
for reference purposes. The new 
dise is thinner and lighter than was 
the aluminum blank previously 
used, and is sold at half the price 
of the aluminum type. 


Test Cheese in Pliofilm 


A merchandising test of natural 
Wisconsin cheese sold in pound 
and half-pound Pliofilm packages 
has been begun in the Detroit area. 
The cheese is packed in an experi- 


mental plant in Neenah, Wis., 
through the cooperation of Wis- 
consin Cheese Producers Associa- 


tion, producer, and Land O’ Lakes 
co-operative, which markets _ it. 
More than 100,000 pounds will be 
sold in the Detroit test. 


Start Cleveland Forum 

The Cleveland Advertising Forum 
has been organized by alumni of 
the Cleveland Advertising School 


|Its aim is to conduct a similar pro- 


gram to that of the school. Wil- 
liam Coleman has been elected 
president of the Forum, Manya 


Gelfand vice-president, Leona Ros- 
sow secretary, and William Taylor 
treasurer. 


Beulah Rodgers to KDKA 


Beulah M. Rodgers, formerly with 
the Department of Agriculture and 
Paris & Peart, has been named 
director of the artists service bureau 
of Westinghouse station KDKA in 
Pittsburgh. 


Expand Promotion 
for Beech-Nut 
Baby Foods 


New York, June 10.—Expansion 
of Beech-Nut Packing Company’: 
promotion for its line of baby food 
was indicated here today with ths 
release of initial insertions in si: 
New York newspapers. The cur- 
rent effort, confined to the metri 
politan New York area, will con 
| tinue over the summer. 

Copy which previously appears 
in national magazines will be uss 
}in the newspaper campaign. T 
|opening insertion, which will s« 
the style for those to follow, fe 
tures a large baby picture with 
panel of copy emphasizing t 
glass containers used for Beec! 
Nut strained and chopped foods 
| In addition to the New Yo 
| dailies, the schedule will include 
list of papers in Westchester a: 
| New Jersey. Layouts will run fri 
1300 to 560 lines. Newell-Emm: 
Company is the agency. 


WRVA Transfer Asked 
Application has been made by 
|group of Martinsville, Fla., bu: 
|}nessmen to tranfer the ownersh 
|}of station WRVA from the pa: 
nership of W. C. Barnes of Ma 
tinsville, and Jonas Weiland, Gold 
boro, N. C. The new compa: 
would be known as the Martins\ 
Broadcasting Company. 


Push Stuart Oxygen 


Stuart Oxygen Company, §& 
Francisco, and its subsidiary, P 
cific Carbide & Alloys Compa: 


Portland, have launched a new car 
paign in Pacific Coast business ; 
industrial publications. D’Evel: 
& Wadsworth, San Francisco, 
the agency. 


Resigns from Agency 
Charles E. J. Clifford, vice-pres 
dent and copy chief of Brown & 
Thomas, New York, has resigned 


effective July 1. 
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Stands for generosity, a 
friendly desire to give more 
than asked for... 

This has typified BAKERS’ HELPER 


service since its first issue when it 
|adopted the yardstick “It Must Be 
Helpful to Bakers and Contribute to 
Industry Progress.” One of the out- 
standing examples of this service is 
the Baking Industry Blue Book which 
is designed to help advertisers sel! 
more economically to bakers. 


This perpetually up-to-date list of 7000 
worthwhile bakeries gives you [ull 
names of your prospects and an idea 
of their size, age and type of distribu: 
tion—whether wholesale, retail, home- 
to-home, etc. By using this loose lea! 
book of facts you 


can tie-in your 
business pare! 
promotion with 


‘ 


direct mail efforts 
that will Ait 1% 
mark in this ¢ 

lion - and - a-ha! 
dollar annual mc 

ket. 


The Baking Industry Blue Book is 
furnished FREE to yearly advertisers. 


427 W. Sth ST. LOS ANGELES, CAL. 
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\ 
(, EORGE AND HENRY got themselves into this in 
spite of ample warning which ran something like this: 


“Remember now... if I hear the word BUSINESS to- 
night, yow ll be extremely sorry.” 
... but it didn’t do any good. It never does. 


It just so happens that most successful men have 
their BUSINESS on their minds wherever they go. It 
gets under their skin like nothing else. It’s the most 
important single thing in their lives. 

This fact is quickly recognized by Advertising men 
... and many of them take advantage of it. 

They know BUSINESS is the one thing that brings 
together the golfers, the bridge-players, the mystery- 
lovers. It’s the one interest shared by all men of Man- 
agement with equal intensity. The one force that makes 
a powerful, compact market out of a certain maga- 
zine’s audience! 

Advertising men know that Business Week’s un- 
usual strength results from its unusual importance to 
its readers. 


o>) 


Has this ever 
happened 


fo you? 


For, there’s nothing casual about business news 
today. Management-men need a private wire to its 
source ... need a magazine whose pages are backed 
with known authority ... need a publication with the 
swift pace of weekly regularity. 

They get that important service through Business 
Week. These men who are managing American indus- 
tries get that kind of business news service ... and 
one thing more: They get a business goods service, not 
duplicated by any other magazine of any kind. 

In the first 5 months of ’41, for example, Business 
Week has displayed nearly as many pages of adver- 
tising as all the rest of its field together . . . and shows 
an issue-by-issue gain of about 27‘. over its own 
figures for a year ago! 

That’s the way the men of Advertising are turning 
unusual READER-INTEREST to their own advantage. And 
that’s the way many advertisers are getting back 100 
cents on every advertising dollar invested. 


Has that ever happened to you? 


Tsar Mk 


ACTIVE MANAGEMENT’S MAGAZINE 
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No Time for Pessimism 


With a world conflict in progress, 
it is difficult not to be confused and 
depressed by evidences that man 
has failed to organize society in the 
interest of human progress. It is 
to despair of the future when 
much unnecessary de- 
struction, which we are helpless to 
prevent, under way. Yet we 
still look ahead with hope and con- 
fidence, because Americans 
and because America remains the 
land of opportunity. 

Former President Hoover, 
grasp of economic forces and whose 
understanding of the factors which 
make for progress entitle him to a 
respectful hearing, recently offered 
the graduating Haverford 
College a stimulating picture of the 
future. 

“Adventure and 
beckon in every avenue of science,” 
said. “They from the 
great profession of men trained to 
research. They from its 
thousands of applications. From it 


easy 
we see so 
can 


we are 


whose 


class at 


opportunity 
he beckon 


beckon 


spring tens of thousands of new 
serviees and industries. In them 
human courage, character and abil- 


ity have an outlet that never came 
even with the two-gun frontiers.” 
Mr. Hoover pointed out that one 
of the greatest of our problems 
right now is to develop more 
dustrial raw materials which farm- 
ers can produce in substitution for 
their overproduction of food. In 
the realm of industry, he suggested, 


in- 


|}are further vast possibilities in syn- 


i thetic fibers, 


rubber, 
sources 


in the plastics, 
and methods of 
making and using cellulose, and a 
of other things. 


in new 


score 

Leonard Spangenberg, vice-presi- 
dent of Babson’s Statistical Organ- 
ization, recently told another gradu- 
ating class, “It’s Morning in Amer- 


ica,” and predicted that looking 
back on 1941 from the vantage 
point of 1950 will be like thinking 
of 1914 today. He forecast such 
great developments in aviation, 
television, air conditioning, alloys, 
plastics and automatic machinery 
as to assure our young men of 
unequaled opportunities for the 


of their talents and ambi- 

He reminded his 
while war may temporarily | 
down research in some fields, | 
it will accelerate it in others, be- | 
cause wars accentuate the | 
for substitute materials, | 
many of which turn out to be better 
than the originals. 


exercise 
tions. listeners 
that 


slow 


always 
search 


Finding ways to eliminate waste, | 
to produce more, and to reduce 
manufacturing and distribution | 
costs will be the prime postwar | 
requirement. We must learn how | 


| 
to pay greatly increased taxes out 
of increased income. And _ indus- | 


en } 
with 2,350 companies | 


trial research, 
already employing 70,000 people in | 


studying new processes and new 
products, may lead the way to a| 
better world. 

| 


But Why Penalize Industry? 


Public sentiment was behind the 
decision of the government to 
enforce defense production at the 
plant of North American Aviation, 
Inc., through the application of 
military The strike 
unauthorized, and those who were 
fomenting it clearly 
against the national interest. 
why was it necessary for the gov- 
ernment to take the plant? 

It has been charged repeatedly, 
without any serious effort at rebut- 
tal, that this and similar strikes 
have been promoted by radical 
elements who hope that out of the 
turmoil thus produced will come a 
socialized state, with government 
taking over and operating industry 
instead of its actual owners. If this 
correct interpretation of mo- 
what happened in California 
was in line with the desires of those 
responsible for the strike. 

Private industry has been bend- 
ing every effort to the great task of 
meeting the defense 
While the selective service act pro- 


power was 


acting 
But 


were 


over 


Is a 


tives, 


emergency. 


vided that the President would have 
the power to commandeer 
plant owners 
the 


any 
refused to 
production of 
this not the 
American. The manu- 
endeavoring to meet 
his heavy obligations to the defense 
program, and the strikers were try- 
ing to prevent him from doing so. 
Yet it the owner who was 
penalized when the government 
stepped in and took over the plant 

Action of a summary nature was 
necessary to break up an unau- 
thorized strike, which had all the 
earmarks of sabotage. But if in- 
dustry, working in the interests of 
national defense, is to be punished 
for the committed by the 
radical elements in labor, what 
protection is there for legitimate 
manufacturers? They need the sup- 
port of government, including the 
kind employed at the North Ameri- 
can plant, but they also need pro- 
tection in the operation of their 
own property in the public interest. 


whose 
cooperate in 
defense orders, 
case at North 
facturer 


was 


was 


was 


crimes 


THE ACME OF SELF SERVICE 


Hy 
es 
a 


Liberty 


Ad-libbing 


Getting Frisky 

For a couple of weeks we have 
been meaning to show you the 
Waverly House ad reproduced here 
and turned out by Franklin Adver- 
tising Service of Boston. It ran in 
270-line space in the New York 
Times, and aside from its informal 
tone and appearance, it is really 
notable because it does a sales job 


S 45 TIME YOU HAD sony, 


CBRIGHTNES¢® 
mi — ANDO SOME  -\ ‘ 
KS ~FUN-- a9) 


HIS advertisement is going to cost us some money 
se r< 


we're going to tell you how to bring some brightness 


that we can't get back because 
Wel 14 

into your life 7 OFvion another publisher's 

book. But money isn't everything ~ and it’s time 


you had some fun - - ar 
Rc cet yourself a copy of iN 
An Island 
By ELEANOR EARLY 

It has just been published by Houghton Mifflin and 
it's the gayest book so far this year. It's about the 
island of oY off of which lies the United 
ear Sect xe? )- GF - about the y who 
came from it ~ like th the ‘whalers and 


Cap'n Maey who founded that store [yee sesury| and 


others whose stories will brighten your life like a 


warm May oun ee RB SW): 


It's as good as A NEW ENGLAND SAMPLER. which 
That 


we published last year by, the same author. 
— 


was a best seller ~ 


PATCHWORK will be? too 


They're each $2.50. Go on and have some fun ~- Your 
bookseller will cooperate 


WAVERLY HOUSE - Boston 
a — : 


$l 


for a book published by a competi- 
tor of the publishing house which 
paid for the ad! Maybe this is good 
advertising from the cash register 
standpoint, and maybe not; we 
don’t pretend to know. But it’s 
definitely the kind of thing that 
makes you feel that business still 


land 
, house built of brick. 
| garment is a garment made of Bem- 


has a few human beings in its fold. | 


Bemberg Trades Up 

American Bemberg Corporation 
has discovered that too many peo- 
ple, the public, the trade and manu- 
facturers alike, have developed the 
impression that Bemberg is 
ciated only with cheap dresses. So 
it has initiated a promotion pro- 
gram designed to erase this atti- 
tude, and one part of that program 
is an attractive mailing piece sent 
to retailers, converters and manu- 
facturers, bearing a picture of a 


asso- 


brick on its cover and the more or 
less intriguing statement, “This is 
a brick.” On the inside of the 


folder are drawings of a mansion 
and a cottage, both built of brick, 
and the tie-up: ‘“Bemberg rayon 
is used in fabrics for high priced 
apparel sold on Fifth Avenues 
everywhere. It is also used in 
fabrics for modestly priced ready- 
to-wear available to millions on 
Main Streets throughout the land. 
Fabrics of Bemberg rayon provide 
at all price levels the luxury and 
serviceability that women want... 
just bricks serve desirable 
building material for both mansion 
cottage. A brick house is a 
A ‘Bemberg’ 


as as 


berg rayon yarn.” 
In such fashion does American 
Bemberg seek to prevent the trade 


and public from conceiving of its 
product only as a cheaper substi- 
tute for something better. 


Handbook for Army Cooks 


While no one who has partaken 
of Army slum and goldfish on all 
too many occasions will believe at 
once that the old-time Army cook 
is on his way out, the National 
Livestock and Meat Board is doing 
what it can to start a new breed 
of chefs with issuance of a “Hand- 
book on Cutting Lamb,” to be fol- 
lowed by others discussing the 
proper methods to employ in oper- 
ating on beef, pork and other meats. 

These manuals were prepared 
especially for the United States 
Army, and if the Board can find 
some way of forcing the Army to 
adopt its teachings, the latest gen- 
eration of soldiers may find a 
method of escaping the conclusion 
that stew and canned salmon have 
been given priority over steaks and 
chops. 

One farm authority commented: 
“Army Officers, realizing the impor- 
tance of meats and how little they 
really know about handling meats, 
are highly appreciative of this sci- 
entific service. For it gets the job 
done.” 

The only 
broad 


catch in this somewhat 
statement is that Army offi- 
cers are harried creatures, who 
have many things to worry about 
besides whether the cook is saving 
the steaks for his own consumption 
or feeding them to the troops. All 
old soldiers will harbor the sneak- 
ing feeling that it will take more 
than a book to change the penchant 
of Army cooks for inhaling the 
flavoring extracts and otherwise 
depriving the lower ranks of their 
nutrition. Anyway, it’s a good 
book. 


_ tional 


/in the Journal. 
| reprints 


| totals, 


Information 
for 
Advertisers 


The following documents may bi 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his busines 
letterhead. 


No. 1823. Appliances on Farms. 

The extension of rural electrifi 
cation with a consequently broad 
ened market for electric appliance 
on farms is brought out in this ney 


study, issued by The Curtis Pub 
lishing Company. The finding 
show, among other things, th: 


farm families are buying electri 
and gas appliances as rapidly a 
electricity or gas service is avail 
able; that they are brand consciou 
and that volume sales are going t 
manufacturers and dealers wh 
consistently cultivate this marke! 


No. 1824. “Information, Please.’’ 


The Wall Street Journal has i 
sued this spiral-bound  brochu: 
which contains five advertisement 
in reduced size, from the institu 
campaign of Eagle-Pich: 
Lead Company, which is appeari: 
Following these ar 
of 50 letters indicati: 
reader reaction to the series and 
showing the benefits of a contin 
ing educational campaign. 


No. 1825. Newsweek Reports  < 
Defense. 

Newsweek marks the first ann 
versary of the national defense pr: 
gram with this complete and con 
pact report of progress as 0! 
mid-May, 1941, with a presentatio: 


of future objectives so far as they 
are formulated. Articles on th 
Army and Navy, shipbuilding, air- 


plane output and a graph of th: 
defense organization are only a few 
of the contents which make it a 
valuable report. 


No. 1780. Ohio Liquor Sales. 

The Cleveland Press has issued 
its sixth annual analysis of Ohio 
liquor sales, providing a complete 
picture for 1940. Issued in two 
sections packed with maps, table: 
and charts, the study covers dollar 
sales by county and district, as well 
as gallon sales by type, with state 
and wholesale, retail and 
total sales of individual brands by 
type, district and for the state. 


No. 1722. Why Should I? 


“Advertise in Our Sunday Visitor 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous rea- 
sons. The papers’ editorial appeal 
and reader response are discussed, 
and information is provided con- 
cerning the number of readers, 
where they are, and their buying 
ability. Rate and circulation data 
are included, as well as some ad- 
vertisers’ success stories. 


No. 1785. For Intensive Coverage— 
Extensive Sales. 

Radio Stations WHK-WCLE have 
issued three file folders containing 
tabulations of market data, cover- 
age maps and rate cards. Included 
is an Outline of the stations’ produc! 
and program promotion activitie 


No. 1804. 1940-41 Report. 

Having closed, recently, its 54% 
fiscal year, Bakers’ Helper ~ 
dresses this annual report to ©«- 
vertisers and agencies as a re 
of progress. Minus the usual g 
and net, the report reviews 
publication’s history, outlines ec'- 
torial aims, reader response, se!\- 
ices for advertisers and covers: 
of the market. 


No. 1798. Grocery Advertising R: 
ord in Chicago Newspapers. 
The Chicago Daily News ! 
issued this account-by-account ° 
alysis of grocery advertising in C! 
cago newspapers during 1940. T 


study covers retail, general 2! 
total advertising in the groce 
classification. 
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ADVERTISING AGE 


For over a year researchers have been digging into thousands of 
farm pantries, cupboards, garages, bathrooms, and pocketbooks to 
bring you facts about farm-family buying never before available— 


facts which every sales manager, every advertising man, every 


policy-forming executive will find extremely valuable. 


These facts are contained in seven volumes— yours for the asking. 
They inventory almost every conceivable item in over 2000 farm 
homes, giving information with which you can determine, 
economic groups, the percentage of farm people who buy your 
product, the quantities they buy, sales of your product in compari- 
son with competitors’, and a hundred other facts which reveal the 


exact extent of the farm market for your type of product. 


Get these facts—base your plans upon them. They're especially 
valuable right now, for rural America has undertaken the enormous 
task of feeding half-a-world-at-war. Its prosperity is assured for 
years to come. It is a large, stable, active part of your national 
consumer market. Phone your nearest Farm Journal office, or 
write Philadelphia for your copies of Farm Journal's Cross-Country 


Inventories and the first report in the Continuing Study of Farm 


Family Purchasing. 


FARM 


JOURNAL 
so Farmers Wife 


GRAHAM PATTERSON, Publisher 


Washington Square. : Philadelphia 
New York, 420 Lexington Avenue Chicago, 180 N. Michigan Avenue 
Detroit, General Motors Building Seattle, San Francisco and Los Angeles 


America’s Largest Rural Magazine— 


VER 2'/2 MILLION CIRCULATION 


ee 


7 VOLUMES 
AVAILABLE 


General Data 
Food Products 
Automotive 

Baby Products 
Household Goods 
Cosmetics, Drugs 


Continuing Study 
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Alka Seltzer 
fo be Aired on 
Keystone Network 


Chicago, June 11.—Termed the 
first comprehensive invasion of 
secondary markets by a major na- 
tional advertiser, Keystone Broad- 
casting System, Inc., announced 
this week the signing of a contract | 
whereby Miles Laboratories, Inc., 
will send its major radio talent out 
over Keystone’s electrical transcrip- 
tion network. 

Plans call for the manufacturer 
of Alka Seltzer to broadcast over | 
120 stations affiliated with Keystone | 
from coast to coast starting June 
30. The radio team of Lum and 
Abner and their homespun philos- | 
ophy thus will be aired, for the first | 
time, over secondary urban and} 
rural stations. The schedule calls | 
for broadcasts in quarter-hour | 
periods Mondays, Tuesdays, Thurs- | 
days and Fridays. 

Inauguration of the new cam- | 
paign will be observed by “Alka | 
Seltzer Week” in each of the 120 | 
cities and adjacent rural areas | 
where Keystone claims to reach a | 
population of 38,000,000. It will be | 
augmented by merchandising tieups | 
and local dealer display contests. | 


| 
Expect Comparable Results | 
| 


L. J. Nelson, time buyer for Wade 
Advertising Agency, which handles | 
the Miles account, said the com- 
pany welcomed the opportunity to 
project its advertising message via | 
radio to these secondary markets 
for the first time “in the hope that 
results will prove comparable to 
the broadcasting activities in the 
other markets of the country.” 


Schleppey to J. M. Cox 

Bloor Schleppey, for seven years 
secretary of the Indianapolis Pub- | 
lishers’ Association, has resigned to 
supervise employe relations for the 
James M. Cox newspapers. He will 
be located in Atlanta. 


Craig to WMCA 

Walter Craig has been appointed 
program director for Station WMCA, | 
New York, after a two-year absence 
from the radio field. He was for- | 
merly program director of World 
Broadcasting System and an inde- 
pendent producer of radio programs. 


‘aes 


. ee. 


John S. Tomajan, vice-president 
and general manager of the Wash- 
burn Company, Worcester, Mass. 
and Rockford, Ill., has been elected 
president of the company. He 
succeeds Reginald Washburn, who 
has been named chairman of the 
board. 


Seidel Changes Name 

Seidel Advertising and Publicity 
Agency, Washington, D. C., has in- 
corporated its business under the 
name of Seidel Advertising, Inc., 
with the following officers: Robert 
Seidel, president; Marinus Koster, 
vice-president; Harold Earl Seidel, 
secretary. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Butterfat Tax Bill 
to Promote Dairying | 
A Michigan senate bill providing | 
for an excise tax on butterfat to) 
promote the state’s dairy industry 
has been passed by the house and | 
awaits Governor Murray D. Van| 
Wagoner’s signature. The measure | 
calls for a tax of 1 cent per pound | 
on butterfat sold between June 1} 
and June 15 of each year, the) 
$100,000 fund so raised to go for | 
advertising the Michigan dairy in- | 
dustry. 


Change Magazine Name | 
In recognition of the advance | 
made by the siding materials in-| 


| dustry in the past decade, American | 
|Roofer, 31-year-old trade publica- | 


| 


tion, has changed its title to Amer- | 
ican Roofer and Siding Contractor. 


Thurber Defends 
Advertising as 


slow down and taxes slow down 
Let taxes slow down and defens« 
slows down. And all America i 


| foreword touching on present-day 
| problems in the field. The nation 
is viewing many things today in its 
personal and business lives in the | desperately interested in keepin 
light of defense activities, he said,;our economy moving at an ever 
_and it is only fair to examine adver- | swifter pace.” 


’ ’ 
U. S. ‘Spark Plug 
| tising from the same standpoint. In describing the handling of 


Columbia, Mo., June aye genl | “Every dollar of defense expendi-|national account to the Missou: 

tising, as a kind of spark plug that ture today must sooner or later | students, Mr. Thurber pointed t 
keeps the U. S. economic machine) come from taxes,” he declared,| the continuing need of market r 
running, was defended here by Hal| 


‘ \“and taxes come from the earnings| search and meeting that need, | 
H. Thurber, account executive Of| o¢ the people regardless of what) said, “brings advertising so de: 
the D'Arcy Advertising Company,| pranch of the endeavor they are in.| into the management picture that 
St. Louis, who conducted a round| garnings come from business earn-| is often called the standardbear« 
table session on advertising during} jngs as well as salaries, and business|the road map for the enterpris« 
the annual Journalism Week at the earnings come from sales. I, there-| cninadumimatits 
University of Missouri School of| fore, submit that advertising is the| A dvance Lane Gibson 
Journalism. | spark plug which keeps the eco- Lane Gibson has been placed 
Although his subject was “Han-| nomic machine running. ‘charge of production of slide filr s 
dling a National Account,’ Mr.| “Let business slow down and|and motion pictures for Moran a: 4 
Thurber prefaced his address with a| earnings slow down. Let earnings | Webb, Atlanta. 
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ONE-THIRD 


THEY PRODUCE 


~ oe 
a. 


TAKE 


WHEAT 


FOR INSTANCE... 


OB 
OF THE U. S. FARMERS 


Sey 


LIVE IN THE “HEARTS 


bhi, OF THE NATION’S WHEAT 
0 


THE 


& 
& 


TWOTHIRDS 


THEY MUST DIVIDE 34%...THE REMAINDER OF 
NATION’S WHEAT PRODUCTION 


OF THE FARMERS LIVE 
OUTSIDE THE “HEART” 


Al 
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they produce twice as much to start with! 


Here, too, you find no question about the 


Actually, “*Heart” farmers are worth more than 2 for I 


farm magazine that is first in Heart” in- 
terest... that is rich in Editorial Vitality 


THE STORY IS THE SAME...whether 
you're talkin 
corn-belt or the money-belt: the Upper 


Mississippi Valley 


belt of Farm America...and no mistake! 
Here farmers are worth 2 for 1. Here 
readers have 


... Successful Farming! Its editors deal in 
actualities: phases of farm life that are re I, 
earthy, vital. Here is an editorial progr: 
that is wheaty and meaty... that puts 
“stuff of life” into every printed page. An« 
you can buy it at the lowest rate per pay 
of any magazine in the farm field! 


Meredith Publishing Co., Des Moines, lowe 
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of the committee on advertising of | phrases as “high fidelity” and “vir- 
the Radio Manufacturers Associa- tually _ staticless,” one speaker 
tion here yesterday. The session would feel that about the ultimate 
was held under the chairmanship in copy honesty had been achieved 
of John S. Garceau, advertising another would haul out a formi- 
manager of the Farnsworth Tele- dable array of technical exceptions 
vision & Radio Corporation, Fort which, the committee would gener- 
Wayne, Ind. The association is ally agree, were far beyond the care 


s 
of Radio Copy having its annual meeting this week or comprehension of the consumer. 
in connection with the Radio Serv- Inasmuch as the committee exists 


— ° icemen of America and the National as a discussion group to clarify 
Advertising Committee Radio Parts Distributors Associa- advertising aia te points 
Finds Moves Harried by tion. raised are, for the most part, 
- Attempts to achieve absolutely brought into the open as a guide 
Technical Problems accurate descriptions of the merits for individual manufacturers. 
of radio receivers led the committee It was generally agreed that the 
Chicago, June 12.—Some of the into a welter of self-criticism and phrase “high fidelity”. has little 
chnical problems which rise up scientific discussion which would | meaning any more in view of the 
harass the sincerity and clarity have put to shame the efforts of technical improvements in radio 
radio instrument copy got a the most critical consumer group. 
orough overhauling at a meeting Where, in 


RMA Takes Look 


discussions of such|The - general phrase 
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receivers in the course of the years. | 
“virtually | 


staticless” was brought up in dis- 
cussions of frequency modulation 
receivers where the degree of inter- 
ference has, in most instances, been 
reduced so far as to be virtually 
non-existent. 

Since the committee was organ- 
ized by the RMA set division Oct. 
8, 1940, its meetings every 60 days 
or less have covered such points 
as: 

1. The proper phraseology for 
reference to television and phono- 
graph connections as “wired for 
television and phonograph sound 


|} when used with picture attachment 


a) 


or converter. 

2. Qualified references to fre- 
quency modulation such as “it is 
recommended that the phrases such 
as ‘staticless’ radio and ‘no station 
interference’ be not used in adver- 


| tisements without immediate and 


suitable qualifications.” 
3. Discussion of tube comple- 
ment or tube count in receiving set 


|advertisements of their distributors 


and dealers. 


4. Responsibility of manufac- 


jturers for statements made in the 


cooperative advertisements of their 
distributors and dealers. 
5. Cooperation with NAB in ad- 


vancing the Christmas promotion | 


and in connection with the March 
29 reallocation of broadcast stations. 

6. Incorporation of RMA special 
committee on advertising recom- 
mendations in standard policy 
bulletins of manufacturing mem- 
bers. 

7. Decision on when a price is 
an established price and how long 
it must be in effect to be estab- 
lished. 

8. List prices as related to ad- 
vertising price reductions what 
constitutes the establishment of a 
list price. 

9. When models produced dur- 
ing one year can be classified as 
succeeding year models and what 
the standard should be for the 
duration of a model year. 

10. Cooperation with the NAB 
in the use of radio broadcasting as 
an advertising medium for radio 
receiving sets. 

ll. Basis of usage of terms “full 
fidelity” and “higher fidelity.” 

12. Consideration of a standard 
for referring to the size of televi- 
sion pictures in anticipation of 
wider use of television receivers 

13. Adoption of the phraseology 
“spread band” as compared to 
“band spread.” 

The advertising committee also 
is aware of possible future changes 
in radio receiver copy as a result 
of the probable use of substitutes 
for such drastically curtailed metals 
as aluminum. Paul V. Galvin, 
chairman of the RMA priorities 
committee, warned that govern- 
ment priorities are the chief prob- 
lem of civilian industries today and 
will loom larger in the future. The 
defense effort caused James 5S. 
Knowlson, president of RMA, to 
protest the classification of radio 
manufacturing as a_ non-essential 
industry. 


Among those at the advertising 


meeting besides Mr. Garceau were: 
Paul Eckstein, Stewart - Warner 
Corporation, Chicago; Phil G. Gillig, 
sales promotion manager, Emerson 
Radio & Phonograph Corporation, 
New York; Harry J. Deines, adver- 
tising manager of radio and tele- 
vision receivers, General Electric 
Company, Bridgeport, Conn.; D. J. 
Finn, advertising and sales promo- 
tion manager, RCA Mfg. Company, 
Camden, N. J.; L. Martin Krautter, 
advertising and sales promotion 
manager, Crosley Corporation, Cin- 
cinnati; Dr. Ray H. Manson, Strom- 
berg-Carlson Telephone Mfg. Com- 
pany, Rochester, N. Y.; John R. 
Howland, assistant to the president, 
Zenith Radio Corporation, Chicago; 
W. A. Lotz, Electrical Research 
Laboratories, Evanston, Ill.; and 
L. C. F. Horle, consulting radio 
engineer, RMA. 

Mr. Knowlson, who is president 
|} and chairman of the board of the 
Stewart-Warner Corporation, was 
re-elected president of the RMA. 
In a review of RMA’s accomplish- 
ments during the past year under 
Mr. Knowlson’s leadership, Bond 
| Geddes, executive vice - president 
and secretary, included moves “to 
combat cut-throat and hit-and-miss 
merchandising and advertising 
methods in the radio industry which 
were in many cases flooding the 
market with cheap and inferior re- 
ceiving sets and parts and to eradi- 
cate extravagant claims, often un- 
fulfilled.” This was done, Mr. 
Geddes explained, by setting “basic 
standards for this phase of the in- 
dustry, results of which are already 
to be seen in more clear understand- 
ing of consumer advertising, better 
sets and increased consumer accept- 
ance.”’ 


Campbell Succeeds Klaus 


Arnold Klaus, manager of the 
San Diego-California Club, San 
Diego booster organization, has 


been called to service by the Navy, 
and has been ay by D. W. 
Campbell, of the San Diego Cham- 
ber of Commerce. Advertising ap- 
propriations of the club, divided 
among national magazines, news- 
papers, outdoor and direct mail, to- 
tal $56,000. 


Advance Leon, Speir 


Albert Leon has been named 
manager of the export department 
of the Reynolds Metals Company, 
Richmond, Va Robert W. Speir, 
Jr., has been named assistant ex- 
port manager. 


New Haven Dept. 
Store Sales Jump 


In a Federal bulletin released May 
“3rd it was announced that the New 
Haven department stores’ sales in- 
creased 18%) over the same period for 
1940. In many tines of New Haven 
business these fleures are held most 
conservative, There are 888 indus- 
trial plants in the market “Register 
City” covered by The New Haven 
Kegister, with Connecticut's largest 
cireulation, Send for market brochure 
“Register City.” 


i i i i i i i 


BALTIMORE INSTITUTIONS: 


— 


GLENN L. MARTIN PLANES 


Pioneers in transocean 
flying as well as defense 


FLAND’S PIONEER 
YADCAST STATION 


WFBR is not simply in Baltimore; it is of Baltimore—owned 
and operated by Baltimoreans in a distinctive ‘Baltimore man- 


ner.”” That's why it’s accepted as a Baltimore institution——and 
that’s why your radio advertising on WFBR has extra “‘pull’’! 


NATIONAL REPRESENTATIVE 
EDWARD PETRY & COMPANY 
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Diverse Industries Make 
Defense Boom in Philadelphia 


All Indexes Show Up- 
ward Trend; Payrolls 
Up Million a Day 


By W. H. WATT 

Philadelphia, June 12.—That de- 
fense has been the biggest factor 
affecting Philadelphia business in a 
decade is dramatically illustrated by 
the fact that former tenement dwel- 
lers who recently moved into a gov- 
ernment housing project constructed 
to assist those working for sub- 
standard wages are already being 
evicted by Uncle Sam because they 
are now earning more than the 
maximum allowed tenants of such 
apartments. 

Sixty-seven out of 514 families 
living at one project were notified 
to seek other quarters in one week. 
On the other hand rents are rising 
so rapidly that the governor has 
planned to take action. 

Long known as “the workshop of 
the world,” Philadelphia did not 
fare too badly during depression 
years due to its diversification of in- 
dustries, and that same diversifica- 
tion is today the key to the city’s 
prosperity. 

Over a billion and a half dollars 


BB would be «This, 


if he were alive today and had to 
dig up ideas for ad men. Not so the 
staff of Roto-Lith. We double dare 
you to stump us. Phone for our con- 
sultant. 


ROJO-LITH CO. 


201 N. WELLS ST. CHICAGO 
DEA. 8557 « HEM. 2211. 


SHIPBUILDING 


1 
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A tanker, sectionally constructed, being 

assembled by welding at Sun Shipbuild- 

ing & Drydock Company, on one of the 

company's eight ways at Chester, just 
south of Philadelphia. 


in defense contracts has been se- 
cured in the area immediately sur- 
rounding Philadelphia, according 
to a survey just completed by the 
Evening Bulletin. 


Employment Figures Soar 


According to the Pennsylvania 
State Employment Service more 
people are today employed here 
than during any previous period 
when this country was not actually 
at war. At the end of 1940 the 
Employment Service placed the 
number of employed at over 850,- 
000. Employment has increased at 
the rate of one to two per cent per 
month since that time. 

There is an actual scarcity of 
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skilled labor and the training and 
retraining of unskilled and semi- 
skilled labor presents a real prob- 
lem. There are more persons em- 
ployed here today than there were 
when 36,350 workers at Hog Island 
launched seven ships in 87 minutes 
following the World War. 

An account executive of a me- 
dium - sized advertising agency 
confidentially expressed concern 
over his firm’s inability to devise 
copy strong enough to attract stu- 
dents for a well-established busi- 
ness college. Heretofore, the 
school has always had more appli- 
cants than it could handle, but to- 
day prospective students are filling 
the jobs of older men who have 
switched from unskilled labor back 


|to highly skilled lines they pur- 
/sued prior to the depression. 


The Chamber of Commerce re- 
ports that 67 new industrial and 
commercial firms have located here 
since the beginning of the year, 
and of these 28 were manufacturers, 
engaged mainly in the textile and 
metal industries. The Chamber said 
a total of $1,461,000,000 has been 
awarded in defense contracts to 
local concerns. 


Check Wage Payments 


An absolute and immediate check 
on wage payments within the city 
limits of Philadelphia is possible be- 
cause of a 1 per cent wage tax on 
all pay envelopes levied by the city. 
This is deducted before the wage- 
earner gets his salary. 

Increased employment due to na- 
tional defense contracts increased 
the city’s “take” by $1,094,705 for 
the first four months of 1941 over 
a corresponding period in 1940. The 
total collections the first four 
months this year amounted to $5,- 
319,183. The increase would indi- 
cate an exact jump of $109,470,500 
in salaries for the first four months 
—or about a million dollars a day 
more than 1940. 

There was, during the same four 
months of 1941, an increase of $2,- 
396,953 in tax collections from other 
sources. 


Workers’ Pay Rises 


Wage payments in Pennsylvania 
soared to a 17-year high in March 
according to a statement released by 
the Philadelphia Federal Reserve 
Bank, when 1,036,000 factory work- 
ers received a total of $28,900,000 
per week. 

Statistics covering 2,429 manu- 
facturing establishments revealed 
that wage payments were 34 per 
cent above those in March 1940 and 
3 per cent above those of last 
February. The wage increases were 
noted in virtually all manufactur- 
ing industries and most pronounced 
in durable goods industries. 

March employment was 2 per cent 
above that in February and 15 per 
cent higher than a year ago. Em- 
ployment topped any month since 
the boom days of 1929. The state's 
general assistance rolls are cur- 
rently at the lowest level on record. 

Average earnings of factory work- 
ers within the state are now 75 
cents per hour—a gain of one-half 
cent per hour since February, 1939. 
Working time was the highest since 
1937—an average of 40.5 hours per 
week per employe. 

“Factory employment increased 
further from March to an estimated 
1,060,000 workers in April, the larg- 
est number employed since 1923,” 
said the latest report of the Fed- 
eral Reserve Bank of Philadelphia 
last week “At the same _ time 
Pennsylvania wage disbursements 
rose 5 per cent to a new record of 
about $30,300,000 per week. It was 
pointed out that largest gains dur- 
ing the month were at plants pro- 
ducing steel, transportation equip- 
ment and nonferrous metal prod- 
ucts, while consumers’ goods in- 
dustries show small, but less than 
seasonal declines.” 

The weekly lists of defense con- 
tracts awarded in this area sound 
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Heavy traffic alongside Reading Ter- 

minal, Philadelphia, passenger station of 

the railroad serving the anthracite coal 

regions of Pennsylvania, is a daily occur- 

rence as thousands of out-of-towners 

come into the city to work in defense 
industries. 


like a roll-call of general business— 
again due to Philadelphia’s diversi- 
fication of industry. Cotton mills 
are turning out all sorts of army 
goods—tapes alone running to six 
yards per uniform; a small rifle 
plant is increasing its floor space 
by five times to manufacture Sedg- 
ley rifles;Cramp’s Ship Yard, closed 
after a colorful 11ll-year maritime 
history, is now pushing forward a 
$10,000,000 rehabilitation program 
and ships will soon be slipping 
down their ways again. Six thou- 
sand men in the depressed Kensing- 
ton section will be added to the 
3,000 already engaged in recon- 
struction work. Retail stores in 
Kensington anticipate a sharp rise 
in revenues and installment houses 
are adding extra door-to-door so- 
licitors in that territory. 


No Houses for Rent 


The American Engineering Com- 
pany, manufacturing auxiliary ship 
equipment and stokers for defense 
power plants has been working 
two shifts daily for the last 18 
months. 

Double shifts at a 25 per cent in- 
crease in the hourly rate are the 
rule at H. W. Butterworth Com- 
pany, engaged in making bar steel 
lathework and castings. 

The Quaker City Gear Works, 
Inc., has doubled output in recent 
months, with more than 90 per cent 
of production going to Army and 
Navy ordnance. 

The Enterprise Galvanizing Com- 
pany has added 50 per cent to its 
staff to handle galvanizing of 
plates and_ structural shapes for 
Navy destroyers. 

In Kensington, “there is not a 
single two-story brick house for 
rent in the entire 18th Ward,” ac- 
cording to a realtor specializing in 
that area which’ surrounds the 
plants mentioned above. ‘*No houses 
are for sale. Rentals to present 
tenants have increased about 10 
per cent but new rentals just don’t 
exist.” 

R. C. Norberg, president of the 
Electric Storage Battery Company, 
in commenting on his firm’s 1940 
sales of $33,151,906 pointed out that 
the five million increase is due to 
the company’s output of batteries 
not only on government contracts 
but to its production of batteries for 
other industries engaged in defense 
work. It is this secondary business 
which is giving Philadelphia more 
than its share of defense profits. 


Shipbuilding Important 


In nearby Chester, Sun Shipbuild- 
ing Company is planning new ways 
to construct $180,000,000 in ships- 
given in just one award recently. 
This is in addition to contracts 
already under way. Ten thousand 
additional employes will be needed 
Already two of Chester's install- 
ment furniture houses and one in- 
stallment jewelry retailer are doubl- 
ing the size of their stores, and 
the Chester Times reports a “huge 
increase in linage” of all classifica- 
tions. 

Philadelphia is the closest large 
city to Fort Dix in New Jersey, to 
Fort Meade and to Indiantown Gap, 
a National Guard camp on which 
$18,000,000 was recently spent in 
20 weeks to increase its capacity to 


22,500 men. Here again Phil: 
delphia is fortunate, for soldie: 
on leave come to Philadelphia b 
the hundreds, leaving a good po: 
tion of their pay with amuseme: 
enterprises and transportation f; 
cilities. 
Milk for Shipyards 


Lincoln Highway threads its \ 
through suburban Ardmore wh« 
the Autocar Company, manuf 
turer of trucks, is working th 
shifts daily on a $17,000,000 defe: 


contract. The commissioners of t 


small but wealthy township 
already considering what to 
about the damage to the high 
caused by the tremendous incr 
in trucking to the Autocar |; 
and through traffic to out! 
plants of other manufacturers 
Dairies supplying milk in p 
bottles report a big upswing in 
to industrial cafeterias. One 
of Sealtest has just reversed 
glass bottle policy by installing 
cial paper bottle equipment to 
care of one contract for a si: ‘Je 
shipyard alone. 


Military Activity Great 


Bendix Aviation Corpora’ on 
bought the sprawling plant - 
merly used by Atwater Kent - 


ARMY WORKERS 


Employes leaving the gigantic Quarter. 
master's Depot in Philadelphia board 
street cars near the sprawling plant 
which makes uniforms, mattresses and 
_myriads of other Army necessities, pr 
viding a "yard stick’ to measuri 
price and quality of privately-manufac- 
tured goods in the same lines. 


dio Mfg. Company and is already 
producing aviation parts. A quar- 
ter mile away stands the giant Ed- 
ward G. Budd plant normalls 
fining its business to the prod 
tion of automobile bodies and 
less steel railway cars, but 
also busy with defense cont 
The Philadelphia Navy Ya 
located at the other end of the 
It boasts the largest movable cran 
in the world and this crane today 
shuttles back and forth like a water- 
bug on a placid stream. It is carry- 


MIME 


CURSSIFIED PHOTOS 
| | 


425 S. WABASH AVE, CHIC 


\ 
i 
| 


oes fk ee 


\-. 


ne ~~ ce Cee eee Pe ee) =" if = Piles a ees ves a, ee Byes « , gre oat a fae {* * cae int y . : ars, eRe a S 9 ae Be ae we 3 ‘ rk - i» 5 Z nes Z 
< = a | CS 
aa 
oe : ’ “4 ae ha | F 4 
i, ‘ 1} jt ges 
ft Bary 3 a ; 
' . . te - E. 344. cd ‘ ~ ¥ 
Cae r . . Li cs e as Z ’ ide _. aT 
2: ie —- . - ee - 
i Se a Ue, 
# cht ie St OP = 
pee a iW ae : ifs By, 5 ft : ae ee 
oe ab aes ot peak 4. ee .~VF, ee 
“a BT ns pes eee oe van 1a \ = $< 
ie : he a \ | dag * er 4 I 4 rn ¥ fo - ed e: 
i: A alls “2518 iy ax S 
sd haa — me ia e2P>4 * = 5 Se” 
Pie / \ ¥ AY, -_ r ta 4 AN A = “= ~~ ~, er a 
- ‘ey, “ik ee Lek Soi NEP Bo 
2 | 4 . . s ; | 2 1 
es y \ Sere ay ‘te x Ge Sey 4 6 ta oo * 
Pe ees spin aat — 
i 1 Ua PS. The 
: apn | e - - *. _ . 
a ao 4 ia ‘ 
ce 4 ri hl 
’ ? jhe 4 —_—_— — Sek ~ «3 
Ba te ee : 
meee r @&s Mes sv’ Re Dg 4 | 
nd ~ A! 
bis SRR, ——————__ | 
1 4 Va £ hi } ~ yi + ee |e 
ae 
: Pp 
a : 
- emeinamniniialllitan 
as me 
ae 
“ae F | 
< NN ) 
- - : yt ' 
C—CSCis - | ; 
a Woe: “Ee } 
vy 12 ee 5) | ‘ ( 
: om” ean a * 
€ poe at Ny Te | 
iy 7 Roms 4s ' 
oe - Sa .s 
x ; _ é \ a : h ' 
ae | CC my ' a/ 
es 
ee j j 
a + a 
He a ~ 
ee 
‘ I. oo 
a a - Sea PS RR a 
ae eee Ces 
‘% ociietetetahanamieentetamanenetees : aI in Sens 
% Saas ’ =. Be ae 
Se, Sue sy ee BRB ees ent 
jel Beret Ba, sae fee pee | 
ales ian ~ i. ee me | 
- So "4 ais i, VR, oe 
ras Se ee ae | 
i See | | ae oe Vee 3 | eee 
q See | ; \ a eee eee, WU Beate 
nee. a eect Fis Bee. \ eee 
foe ee a \ 7 — ee . 
me oe [_ an ee Ves \\ \\i : 
an 8 \ yy Arr] 
i. . ee i} \ =n ey rt | : 
men Nee {| eet as u 
oie . a : d 
a FE eee oe 
2 Satan em jO BS eee \ 
. as WN fe \ 
a 2 es *x S - oe t] 
i ~ Besa : Se ae \_| 
: a ae a “ 
As i p 
oe 4 . : 
aa Ss to Se Soe a d 
Ae Be eo ei, ee Sa oe ns : : 
eS t _ _ . se — . ~~ 
; Se ae ; . es oa ' 
BY WHICH =—-e ay ee 
‘ ae i ce : N ra: | | 
' - RADIORESULTS | —_—s Pn, / 
= _ Sore % ie ae sae ' 
a Ss 1 ee “a te, 
a os ee “- fv I 
3 - AREMEASUREDIN [| wee. 
= - Be " oe a j , ras 
: eee > 2 ‘ = es 
4 . re . (Write for Photo Library 
Sill . | MEMBER --,_ of 200M) Subject 
= Zz 7 KAUFMANN FABE 
o 
mie: 
7 te ate ee aay, hes 2 “a * x ee aes, a ae: - £ aa aay . oh Mery pie ‘ hej oe ee we ¢ , . 4: i i ee pin In aa is =. f Bio ss ee. +" mt * 
A oleh A, : A Ae ae ee ee She ae. *. 3 ee Vea ee sgt Rc Re Rae + oe ne es a Ne: ‘ oar oad pegs Rye se aes 1» aes A - 
ae ome pes co Sea ES ea rite: aay er hes Toes SN oat tied ay SNe || Pa Redee  eeeNE MR w a Ae a RE A Me 3 Signe ata ee 


June 16, 1941 


ADVERTISING AGE 


17 


BUSY SHOPPERS 


Srowds of shoppers throng intersection 


+ 12th and Market streets daily in 
downtown Philadelphia. 


ng prefabricated parts of ships for 
issembly by whole sections, instead 
of the older and slower methods. 
Airplanes for naval use are being 
constructed in the Yard on the same 
mass production basis. 

And Frankford Arsenal, also lo- 
cated here, is credited by govern- 
ment authorities with producing 
more rapidly than any other arsenal 
i 
re 


the country. Frankford is cur- 
ntly planning to employ 2,200 ad- 
ditional men over the present peak. 
The seven dental and surgical in- 
strument manufacturers of the Phil- 
adelphia all have 


area huge con- 
tracts for the supply of instru- 
ments for Army, Navy and Ma- 
rines. S. S. White Dental Mfg. 
Company, giant of the industry, 


reports increased profits in spite of 
virtual abandonment of its foreign 


business in war-torn Europe. 
Penn Surgical Company has _ in- 
stalled new packaging equipment 


expressly to meet government speci- 
fications for the protection of the 
firm’s instruments until use by the 
Army. 

The Baldwin Locomotive Works, 
with contracts for 25-ton tanks and 
gun mounts on railway carriages, 
has established a department to 
help small firms who hold or would 
accept sub-contracts. Baldwin has 
furnished time studies, made on its 
own contracts, opened its cost pro- 
duction records, and in some cases 
furnished tools and materials to ex- 
pedite the work of smaller con- 
tractors. 

Just this week the City of Phila- 
delphia detailed 21 extra motorcy- 
cle policemen with orders to speed 
up traffic on business bound arter- 


ies during rush hours. This is a 
direct reversal of Philadelphia's 
usual caution to motorists to slow 


down. 
Advertising Also Up 


How is all this affecting the ad- 
vertiser’s chances for more profits? 
Well, retail sales in the district rose 
7 per cent during April, a more 
than seasonal increase. Sales of 
passenger automobiles increased 38 
per cent from March to April and 
were more than 50 per cent of last 


year. Also significant is the fact 
that a small Chrysler - Plymouth 
dealer known to the writer made 


RESPONSIBLE 
selling ...to a 
RESPONSE-ABLE 
audience’ in the 
central southwest 


KWKH 


SHREVEPORT 
LOUISIANA 


50,000 WATTS 
CBS 


Represented by The Branham Company 


*425,683 Listening Families 
CBS Audit of Nighttime Coverage 


over $1,000 net last week and says 
he has more orders booked for the 
next four weeks than he delivered 
during his peak profit week. 

The use of spot radio announce- 
ments by retailers has created 
almost a shortage of time in this 
classification. The newspapers of 
Philadelphia showed a combined 
increase of 895,317 lines of adver- 
tising from Jan. 1 to June 1 as com- 
pared with the same period last 
year. 


Golf Course Sales Booming 


Prices of consumer goods have 
not advanced to any extent here as 
yet with the exception of clothing 
and this was due primarily to a 13 
per cent wage increase recently 
granted all local clothing workers. 


This amounts to about $5 per gar- 


ment on a finished suit or over- 
coat. 

Here’s an interesting sidelight: 
The president of the Overbrook 


Golf Club revealed that a month's 
drive had produced 76 new mem- 
bers—a greater number of paid-up 
new members than has ever been 
obtained without special profes- 
sional effort in the past. So money 
is going to golf courses too. 


Retail Sales Shoot Up 


Five central Philadelphia depart- 
ment stores reported a 10 per cent 
increase in sales for a recent week 
over a year ago. Outside the cen- 
tral portion of the city 15 stores 
showed a 37 per cent rise in the 
same six day period. In the wom- 


en's apparel field six Philadelphia 
stores enjoyed a 27 per cent in- 
crease Over one year ago. 

The volume of Easter shopping is 
sharply reflected in Federal Reserve 
percentages for the month ending 
April 19, 1941. The five department 
stores showed a 42 per cent increase 
this year and the 15 stores outside 
the central portion of the city re- 
ported a 48 per cent 
Women’s apparel shops 
41 per cent increase. 


Hoban to Yotk Safe 


Charles Hoban, Jr., formerly ac- 
count executive with Aaron and 
Brown Advertising Agency, has 
been named director of advertising 
and public relations of York Safe 
and Lock Company, York, Pa. 


increase, 
showed a 


Pick Bernstein 

Water Company, 
Johnston, R. I., and City Hall Hard- 
ware Company, Providence, have 
appointed Bernstein & Co., Provi- 
dence, as advertising agency. The 
agency has also been named to han- 
dle the advertising for the Rhode 
Island and New Bedford, Mass., 
stores of Kay Jewelry Company, 
and for W. T. Grant Company 
stores in Rhode Island 


Ochee Spring 


The patented Galv-Weld 
frame construction prevents 
rust and vibration. 
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W.... you advertise to sell in Chicago you've 


got to draw the line somewhere and there’s no 


better place to draw it than around the more than 
1,000,000 able-to-buy families who live within the 40- 


mile radius. This territory has been designated by the 


A. B. C. as the Retail Trading Zone. 


Within this 


circle flows the retail business that makes Chicago the 


second largest market in the U. S. 


And in this sales center The Chicago TIMES now 


LARGEST 
NEWSPAPE 


+ 
© 
S 

IN THE; = 
a 


CIRCULATION 


40-MILE RADIUS 


irene RUNS Ue 


R.J. BIDWELL 
SAN FRANCISCO 


—and for SALES 
draw it around the 


aCe anil ” 


t 
A 


reaches more readers than any other Chicago evening 


newspaper. The latest publisher's statement for the 


6-month period ending March 31, 1941 shows The 


TIMES with 412,168 average daily net paid circula- 


tion in this vital market. 


The rise of The TIMES to top favor among Chi- 


cago’s evening newspaper readers has been paralleled 


by a rising response to TIMES advertising. 


This heart-of-the-market audience is now available 


to advertisers at the lowest milline cost of any evening 


newspaper in America. 


CHICAGO'S 


‘THE % TIMES 


WL 
PICTURE NEWSPAPER 


NATIONAL REPRESENTATIVES 


NEW YORK 


SAW YER-FERGUSON-WALKER CO. 
DETROIT CHICAGO 


N. ANGIER 
ATLANTA 
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It Looks Like 
Plagiarism, But Isn’t 

To the Editor: Here’s one for the 
“Painful Coincidences” department. 

We shipped four-color plates for 
the Monsanto advertisement on 
paper chemicals to Fortune a month 
ago to catch its May 1 closing date 
for color forms in the July issue. 

Then, today, the June issue of 
Fortune arrived, with the four-color 
American Cyanamid advertisement 
—also on paper chemicals, with a 
disconcerting similarity in headline 
and model pose. In fact, the model 
may be the same person! And all 
too late to do anything about chang- 
ing the Monsanto advertisement, 
for the color forms for July Fortune 
are already printed. 

Obviously, this is one of those 
rare cases where two ad builders, 
though miles apart and totally un- 
aware of each other’s thinking, hit 
on the same idea at about the same 
time. But the parallel between art 
and headline treatment is so strik- 
ing that the uninitiated may think 
plagiarism is rearing its ugly head 
unless they are aware of the in- 


| 


terval between closing dates and 
publication dates. 
In any case, congratulations to 


American Cyanamid and its agency 

for a good idea, well executed. Next 

time a coincidence is due, 

we'll be lucky enough to be first. 

S. M. BALLARD, 
Copy Director, Gardner Adver- 
tising Company, St. Louis. 
ev @ 


Supports Victory Loan 

To the Editor: Not for sale for 
a million dollars, the Toronto Globe 
and Mail (Canada’s “New York 
Times”) devoted today its full front 
page in red, white and blue to sup- 
porting the Government Victory 
Loan. 


| 
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A Union Jack floating majestically 


from the mast the 


quotes Kipling: 


head, message 


“There is but one task for all- 
One life for each to give. 
Who stands if Freedom fall? 
Who dies if England live?” 


and calls on Canadians to loan for 
freedom. “The greatest bulwark of 
Freedom in the world is the British 
Empire—see that it stands” is the 
admonition of the paper. 
W. J. BuTLer, 
Advertising Manager, the 
Globe and Mail, Toronto, Can- 
ada. 


College Daily Joins 


Campaign with Ad Series 
To the Editor: As part of the 1941 
“Advertising On the Aggressive” 
campaign launched by Don Belding 
of Los Angeles, president of the Pa- 
cific Advertising Clubs Association, 
the University of Washington Daily 
is running a series of promotional 
advertisements aimed at convincing 


A VITAL ASSET 


Advertising 
and 
The Press 


By Rober w 


© hat Hae It Prome* 


This is the sixth in a series of University 
of Washington messages on the Amer- 
ican way of Freedom of the Press. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| 
1 


| 


ONE OF COPY'S "PAINFUL COINCIDENCES" 


eee ee Tee Se neee maweine 


Accidental similarity in headlines and model poses mark these two advertise- 
ments, as happens not too rarely. 


| SEE BY THE PAPER... 
° ‘ 


the readers of newspapers that ad- | 
vertising is a social and economic | 
asset. 
The current advertisement in this | 
series deals with the dependence of 
a free press upon advertising. 
ROBERT W. JONES, 
School of Journalism, Univer- 
sity of Washington, Seattle. 


vy yy 


we hope Deyotes Schedule to 


Victory Loan Drive 


To the Editor: Our clients, John 
Labatt Ltd., have suggested that | 
your United States readers might | 
be interested in the release that has 
been sent to Canadian advertising 
papers. 

The company, in addition to de- | 


@ Fvery wise man keeps a nest 
egg, a dollar or two for his old 
age and for emergency. And in 


peace time he’s right . . . one 
hundred per cent. But in war 
time . . . well, consider this: 
If this war goes wrong there 
won't be any savings. Or, if there 
are, the money in them will be 
fine for wallpaper. The best 
way to be sure your nest egg 
hatches, is to put it in Victory 
Bonds NOW. Put it to work 
protecting itself! 


THIS IS ONE IN A SERIES OF ADVERTISEMENTS 
PUBLISHED BY JOHN LABATT LIMITED 


Help Finish the Job 
BUY VICTORY BONDS! 


voting the whole of its advertising 
schedule in the Montreal Star, Ga- 
zette and La Presse for the first 
three weeks in June to the Victory 
Loan, is sending, in five consecutive 
mailings, reprints of the five adver- 
tisements prepared for this cam- 
paign to all employes. The adver- 
lisements are reprinted on colored 
cards. The last one carries an invi- 
tation to a meeting of the employes. 

An interesting feature of this 
campaign, which runs four to five 
times a week in each of the papers 
mentioned, is that the general 
appearance and illustration tech- 
nique follows the style of the com- 
pany’s regular advertising, which, 
both by its regularity and by its 
light-hearted touch, has acquired a 


number of regular fans. The copy 
and the illustration in the Victory 
Loan advertisements preserve the 
lightness of touch but bring home 


|it in for old John. 
| Wanamaker’s “deafening blasts on 


very clearly the obvious fact that 
“it would be wise to put our savings 
to work to protect themselves.” 
Mark Napier, 
J. Walter Thompson Company, 
Ltd., Toronto, Canada. 


-  ¥ 


Into the Waste Basket 

To the Editor: As a matter of 
publicity, we thought you might be 
interested in the following: 

At a meeting this week of the 
Queens Weekly Newspapers Asso- 
ciation, a resolution was unani- 
mously adopted condemning free 
publicity submitted to the news- 
papers as items of news. The pub- 
lishers decided that all such pub- 
licity will be confined to the waste 
basket. 


JOSEPH SCHMIDT, 
Secretary, Queens Weekly 
Newspaper Association, Ridge- 
wood, N. Y. 


vv, 
One-Price War 
Enters New Chapter 

To the Editor: Prof. Hower sets 
out to “correct the corrector” in his 
letter about the origin of the one- 
price system. But I now fear that 
the corrector of the corrector must 
now be corrected—and by his own 
words! 

Prof. Hower int ADVERTISING AGB 


fpril 28, 19451 “In America the 
one-price system was familiar in the 


1820's and 1830's and in Boston in 
the 1840's By 1860 the one- 
price system was so firmly estab- 
lished in New York City that to 
mention it in a store's advertising 
would have been about as superf- 


luous as it would be 
Waldorf to advertise 
rooms with bath.” 

Prof. Hower in 
vrard before 
ety, 


today for the 
that it has 


speech at Har- 
Business Historical So- 
November 15, 19238, De- 
cember, 1938, Bulletin) “Most 
observers agree that selling methods 


(see 


in the 1850's and 1860's left much 
to be desired Misrepresentation of 
quality, short measure and other 


sharp practices were frequently en- 
countered, and selling prices almost 
everywhere depended upon the abil- 
ty to bargain with the salesman 
A change for the better was under 
way, however, for A. T. Stewart 
had inaugurated the one-price 
New York at a very 
Macy's 
in 1859 


SVs- 
early 
made a similar 
and a few years 
Wanamaker began to 
one price, and satisfac- 
tion to such an extent that it soon 
became the standard practice of 
all self-respecting merchants 


Need I make any further 
ment? Prof. Hower, it would 
appear, is a little confused and 
contradictory in his data! But his 
Harvard statement, both with re- 
spect to A. T. Stewart and John 
Wanamaker, is in accord with 
statements made by Joseph H 
Appel in his book “Growing 
With Advertising’ and by myself 
in the ADVERTISING AGE letter. 

But that is not the whole of 
Prof. Hower does another 
dictory hand-spring: 

Prof. Hower in ADVERTISING 
ipril 1951: “The 

John Wanamaker's 


tem in 
date 
guarantee 
later John 
emphasize 


com- 


it. 
contra- 


AGE, 
truth is that 


4 S 


reputation was 
grossly eXaceverated he did 
not make a single innovation of any 


importance in any phase of his busi- 


ness 

Prof. Hower in same Harvard 

speech above referred to: “And 

John Wanamaker again drama- 

tized the trend and led after 1882 

with innovation after another.” 

I imagine John Wanamaker’s 
reputation as a leader among mer- 
chants and advertisers can take 
care of itself on its record of 
achievement. In the book above 
referred to ample credit is given 
Quaker merchants in England for 
starting the one-price system there; 
and to A. T. Stewart for his inaugu- 


one 


ration of it in America very soon | 


after opening his store in 1823. 
There is no controversy about those 
things. 


his own horn.” 
I wonder just what the good pro- 


| fessor thinks that John Wanamaker 


should have done—blow somebody 
else’s little tin whistle? 
J. GEORGE FREDERICK, 
Business Bourse, Research, 
New York. 


— a on 

How About Composer, 
Reader Inquires 

To the Editor: “ASCAP and Mu- 
tual Come to Terms; Stations to 
Vote,” is the heading. It’s in your 
May 5 issue. 

For the stations: 3 per cent of net 


| receipts. 


For the agencies, 15%. 
But what about the “guy” who 
wrote the music! What does HE 


|get? How much of that 3%? Why | 
not write an article: 
ASCAP Composers— 
Where They Come In? 
I'll even start off the article: 
“You've heard a lot and read a 
lot about the ASCAP squabble. 


You've read what the ASCAP gets 
and what the agencies get. NOW, 
Mr. Reader, for the first time, you’re 
going to get the low-down on what 
the lowly, unheard-of and unread- 
of composer gets.” 

All right, you have the first par- 
agraph. Now, go ahead with the 
article. I'll look for it in your next 
issue. Don’t disappoint me. 

J. M. HAGGARD, 
Advertising, Chicago. 


Prof. Hower seems to have | 
He talks about | 


June 16, 194: 


TIMES CHANGE 


Before the war pitted their respecti 
nations in a death struggle, M. Lepoiv 
director of the Technical School of A¥. 
vertising in France, exchanged greetin 
with Herr H. M. Lorz, director of + 
Advertising Schools of Germany. 17 
two met at a reception at the Inter: :- 
tional Advertising Convention in Paris » 
July, 1937. 


Recalls Old Days 

| To the Editor: Finding this in 
my memoirs last night .. . thou: ht 
it might be interesting to y w 
readers ... in the light of pres nt 
conditions. 

It’s Picture “Q” and was enti ed 
“It’s not all business—is it!”” The 
picture was taken at the recept on 
at Hotel Du Figaro, Rond-point 
Champs-Elysées. 

CHILE SOUTHWARD, 

Harry Atkinson, Inc., Adve: 

tising, Chicago. 
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CROSSED :- 


DEADLINES, with 
you ship your plates and cuts by 
RAILWAY EXPRESS, at ‘the speed 


that speeds up speed’’! Just as fast 


cheers, when 


for everything else, and at low, eco 
nomical rates. A phone call brings us 


For Super-speed use AIR EXPRESS 
— 3 miles a minute. 


RAILW. YEXPRESS 
AGENCY Inc. 

1 G NATION-WIDE RAIL-AIR SERVICE 
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Research Needed : 


fo Back Cosmetic 
Goods Ad Claims 


Mayham Suggests Co- 
ordinated Program to 
Toilet Goods Group 


New York, June 10.—A coordi- 
noted research program by _ the 
to let goods industry to establish a 
besis for advertising claims was 
advocated this week by S. L. May- 
ham, director of the board of 
standards of the Toilet Goods As- 
sociatien, who contended that the 
industry has been short-sighted in 
this respect. 

Speaking at the annual TGA 
convention, Mr. Mayham declared 
that the industry has run into dif- 
ficulties with consumer groups, the 
Food and Drug Administration and 
the FTC largely because it is unable 


to prove the values of its products | 


—‘values which we all know they 
possess.”” He pointed out that there 
is “no independent scientific proof” 
of the numerous claims which can 
be made for cosmetics and pre- 
sented research as the only “cure” 
for the situation. 

“Will our creams penetrate the 
skin?” he asked. “Do certain in- 
gredients have an effect upon the 
tissues or the texture? Are vita- 
mins desirable additions to our 
products? Do certain oils tend to 
prevent splitting of the nails? Do 
some hair preparations have a tonic 
effect? Is the circulation stimu- 
lated by certain lotions?” 


Proof Lacking 


While the industry may contend 
that the answer to these and kin- 
dred questions is in the affirmative, 
Mr. Mayham said, the many who 
believe otherwise are urging the 
Food and Drug Administration and 
the FTC to take action against 
cosmetic advertisers. Mr. Mayham 
pointed to the action of the Pro- 
prietary Association in establishing 
a research institute “to find out 
what certain of their products will 
do, and to place themselves in a 
position to defend their claims of 
known benefits.” On the other 
hand, he said, the TGA has done 
nothing. 

If the industry continues to fol- 
low this policy, Mr. Mayham con- 
tended, cold cream manufacturers 
may be reduced to the claim: 
“This is cold cream. It isn’t good 
for anything—and _ perhaps not 
even that much.” 


Asks Independent Studies 


“If we find ourselves in that un- 
happy position, it will be our own 
fault. It will be because we have 
not done the work necessary to 
prove that our products are valu- 
able, that they do help the skin and 
complexion, —in short —that they 
are not merely bunk, as some, un- 
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WANT SOME 
PRINTING 


IDEAS? 


Send for the new free collection of 
top-notch commercial jobs on Ham- 
mermill Opaque 4-page letter- 
hea iS, envelope enclosures, a map, a 
paris book and a catalog. Use them 
as idea generators in planning 
Printed pieces where page opacity is 
4 main specification. 


See for yourself the fine reproduction 
advertisers get on Hammermill 
Opaque, both by letterpress and off- 


Set: clean, readable type . . . spark- 
‘ine color work rich, life-like 
halitones—with minimum “show 
through” even when there is print- 
ing on both sides of the sheet. For 
a ‘ree “Opaque Collection” write 


‘od. y on your company letterhead to 
Haymermill Paper Co., Department 
AA}16, Erie, Pa. 
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fortunately in high places, firmly 
believe.” 

Mr. Mayham asserted that the re- 
search which has been done by in- 
dividual companies has not bene- 
fited the industry as a whole and 
that these companies would have 
profited to a greater extent “had 
|the same results been attained 
|}under independent auspices.” 
| The dangers inherent in excessive 
|“reduced price sales” of cosmetics 
|were emphasized by Herman L. 
| Brooks, TGA president, who warned 
\that if the industry wishes to ward 
| off higher taxes it “must be careful 
|not to give the wrong impression.” 
|As proof of his contention, Mr. 
| Brooks offered the comments of a 
|government official who inferred 
that the numerous reduced sales of 


cosmetics do not indicate that the! 


industry is facing rising costs. The 
specific sales to which the official 
referred, Mr. Brooks said, were on 
products made from domestic, not 
imported, ingredients. 

The TGA president declared that 
not only may the government be 
unresponsive to pleas that the in- 
dustry is unable to absorb higher 
taxes, but also the public may re- 
sent “even moderate price increases 
if it gets into the habit of believing 
that substantial reductions in prices 
and almost daily sales are the 
methods of this industry.” 


Grady Heads Club 

James M. Grady has been elected 
president of the Advertising Club 
of Jacksonville, Fla. 


Weir Retires at 70 

Herbert L. Weir, advertising 
agent for the Pennsylvania Rail- 
road and twice president of the 
American Association of Railway 
Advertising Agents, has retired after 
42 years service in the advertising 
department of the railroad. 

Mr. Weir, who is 70, joined the 
railroad as a clerk in the advertis- 
ing department in 1899, and became 
advertising agent in the Pittsburgh 
office in 1920. He has been adver- 
tising agent in the Philadelphia of- 
fice since 1935. 


Faraon Jay Moss Quits 
Faraon Jay Moss has resigned 
from Faraon Jay Moss, Inc., Holly- 
wood. He will continue to serve 
several national accounts in the 
health, lecture, and mail order fields. 


Joins Albert Frank 


Dudley C. Bostwick, formerly on 
the news staff of the Wall Street 
Journal, has joined the public rela- 
tions staff of Albert Frank-Guenther 
Law, New York. 


Parker to “Pathfinder” 
William H. Parker, formerly on 
the sales staff of Osborn, Scolaro, 
Meeker & Co., New York, has joined 
the New York staff of Pathfinder. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addvessing —Mimeographing 
THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 
CHICAGO 
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The Cleveland Press has built a circulation coverage 


that dominates the entire Cleveland area, through 


a genuine conviction that its main purpose is to 


serve Cleveland. From this coverage comes Power 


... power todo good; power to move goods. 


The 


Cleveland Press 


A SCRIPPS-HOWARD 


NEWSPAPER 


HE job of editing a big-city newspaper 
pm surprisingly little attention from the 
public. Dramatizations of the newspaper 
business are usually in terms of reporters, 
The 


owner of the paper often appears, espe- 


photographers and sports writers. 


cially if he has a beautiful daughter in love 
with a cub reporter. The city and managing 
editors, of course, are active as the more or 
less benevolent villains. But the editor-in- 
chief eludes the camera. If he is thought of 
at all, he is pictured as sitting far above his 
fellow men, brooding editorially over the 


hopeless scene below. 


Many editors, perhaps, have failed to 


discourage the illusion that their craft car- 


ries with it some of the mysticism of the 


Orient. Cleveland editors, however, are dif- 
ferent--which accounts partly for some of 
the interesting differences between Cleve- 


land and most big cities. Cleveland editors 


do not retire to ivory towers. They edit 
from the level of the Man on the Street. 
They personally poke around into every 
aspect of Cleveland life. They are familiar 
figures at City Council meetings. civic 
luncheons, and events of all sorts. They are 
as active in community life as any other citi- 
zen. As an example, the president of Cleve- 
land’s City Club—one of the liveliest, most 
democratic organizations of its type in 


America—is the editor of the “News.” 


By taking an active part in Cleveland 
affairs, Cleveland editors have made their 
newspapers unique in American journal. 
ism. No large American city knows as much 
about itsel/ as Cleveland, and its newspapers 
are mainly responsible for this fact. A 
“boss” would be laughed out of existence 


in Cleveland politics—because too many 


“CLEVELAND 


people would immediately know too much 
about him. On the other hand, worthy causes 
flourish faster in Cleveland than in most 
cities of equal size. It was no accident that 
Cleveland originated the Community Chest 
idea, and has continued, year after year, to 


make outstanding records in this activity. 


The record of Cleveland’s newspaper edi- 
tors is all the more amazing in view of their 
city’s size and diversity of population. It is 
comparatively easy for a small-town paper 
to act as the civic conscience of its commu- 
nity. It is another matter to hold the mirror 
of self-knowledge before America’s Sixth 
City. One must figuratively speak many 
languages to teach, inspire, and hold the in- 
terest of a million people. One indication 
that it works in Cleveland is found in the 
extraordinary use which Clevelanders make 


of their Public Library. In addition to cir- 


culating more books per capita than any 


other, this institution is continually busy with 
requests for information on every subject 
under the sun. Its Business Information De- 
partment, for example, which is only one of 
many such services, handled nearly 30,000 


requests for data during the past year. 


This active, healthy curiosity, continually 
stirred up in Cleveland by editors who per. 
sonally know what goes on, has a commer- 
cial value to advertisers. Good ideas get 
action in Cleveland. Good products and 
services, new ways to do things better, meet 
a ready response. And because Clevelanders 
recognize and respect their newspapers’ 
power to do good, they have instinctive 
confidence in their advertisers. This confi- 
dence, plus the will and means to buy which 
exist so abundantly, makes newspaper ad- 


vertising extremely effective in Cleveland. 


1S A NEWSPAPER MARKET“ 
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ADVERTISING AGE 


The Story Behind 
A 5-Second Flash 


The phrase “they read as they run” is 
applied to no medium more aptly than 
to outdoor advertising. Researchers say 
that five seconds is the average effective 
visibility of a 24-sheet poster to the pass- 
ing motorist. Thus, the advertising mes- 
sage must be put across to the prospect 
almost as quickly as he sees it. 

ConsSumers—and many in advertising, 
too—are unaware of the perspiration and 
headaches that go into the fashioning of 
the poster which looms up ahead and 
then drops out of view. The planning 
and execution of this five-second flash 
calls for a high degree of skill, encom- 
passing most of the functions that spell 
modern advertising—market and media 
research, creative art, copy pre-testing, 
production efficiency and post-checking 
for results. 


Well-known for its handling of Esso, 
Ford and other important accounts using 
outdoor, McCann-Erickson has organized 
its poster activities into a_ well-oiled, 
smoothly operating, highly successful 
machine. Since 1935 the agency has 
walked off with three first and four sec- 
ond prizes in the annual exhibition of 
outdoor art. For the past five years the 
Kerwin H. Fulton award of the New 
York Art Directors’ Club has gone to 
McCann-Erickson exactly five times. 

Through the eyes of the ADVERTISING 
AGE camera, the techniques that spell 
poster success and the personalities that 
man the McC-E machine in New York, 
are brought to the fore in the accom- 
panying pictures. Similar material pic- 
turing backstage activity in other agen- 
cies will appear from time to time. 


Once a decision to use outdoor advertising has been reached, a reservoir of statistical information is tap. ed, 
Poster locations and their relationship to the client's markets are studied in the light of the nature of the p od. 
uct and its distribution problems. In addition to McCann-Erickson'’s own research, poster statistics flow ‘om 
the National Outdoor Advertising Bureau, Outdoor Advertising Association, Traffic Audit Bureau and ‘om 
individual p'ant owners. ; 


Richard C. Grahl, manager of the McCann-Erickson out- 


Meanwhile, gag-man Ed Graham dashes off sketches and The output of Graham's nimble wit and facile pen becomes the subject for a “gag conference. 


door department, looks over diagrams and photographs of ideas for an Esso poster that will soon see the light of day. Grouped about the visuals in vice-president L. S. Briggs’ office are: Paul Holder, art director; 


a suggested poster location and checks traffic flow and 
other statistical material. Assisting him is W. B. Zifchak. 


With copy and art treatment decided upon, artist Scott goes to work in his Radio City 
studio on the Esso painting that will be reproduced on outdoor locations in July. Here he 
is applying the finishing touches. Note the official U. S. Army photographs that are checked 


to make certain the "G-Car"’ in the poster is technically correct. 


a 


2 


To pre-test the poster still further, trained investigators 
and set 
down their reactions. Several different designs are tested 


submit miniature reproductions to consumers 


against each other. 


Reproduction of a 24-sheet poster is a highly intricate job. C. LeRoy Johnson, assistant produc- 
tion manager, checks the markings for color breakup that will be submitted to lithographers who 
furnish estimates. Careful control of production keeps down printing costs and assures accurate 
reproduction of the original art. 


Graham's talents, well-known to magazine readers, are now Howard Scott, poster artist; Mr. Graham; Mr. Briggs; and Julian L. Deane, account manager 
devoted exclusively to McC-E outdoor problems. 


on Esso. The theme, to be selected for posting this summer, will have a defense keynote. 
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The poster gets an “advance showing'—on a miniature set erected on a midtown terrace just outside the agency's offices. 
The pedestrians are dolls. 
can determine how effectively the five-second flash is transmitted. Other points to be checked are general visibility color 


The movies being shot here are subsequently projected onto a screen so that McC-E executives 


values and legibility of lettering. 


The poster research job is not completed until a * 
night after the showing has been taken down. T 
investigators show posters, with product identity me 
to consumers and gauge identification values 
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Overation of Steam vs. 
Diesel-Electric Locomotives 

since 1925, the date of their intro- 
duction, about 1,300 switch, passen- 


ge’. and freight Diesel-electric 
lo omotives have been placed in 
se-vice On railroads, 35 per cent 


of them having gone into operation 
during 1940. These figures, indi- 
cating the growth of this type of 
power on railroads, are given in an 
art cle in the June issue of Me- 
chanical Engineering, in a discus- 
sion of the “Operation of Steam vs. 
Dicsel-Electric Locomotives,” by 
E. E. Chapman, mechanical assist- 
ant of the Santa Fe railroad. 

Accomplishments of Diesels in 
this field are highlighted in a sum- 
mary 
line service as follows: 

1. The schedule time for passen- 
ger service between’ important 
terminals has been reduced. There 
has been a steadily increasing num- 
ber of higher-speed passenger 
trains placed in service by various 
railroads, all of which have proved 
popular with the traveling public. 

2. In freight service it has been 
possible to increase both the ton- 
nage hauled and the average speed 
between terminals. The power per- 
formance particularly in the lower 
speed range has made it possible 
to operate trains over most ruling 
grades without need for helpers or 
for double-heading. 

3. In bad weather with adverse 
rail conditions, the Diesel locomo- 
tive, because of uniform torque on 
driving wheels and distribution of 
available tractive effort over a 
greater number of driving wheels, 
has demonstrated its ability to 
maintain schedules without reduc- 
tion in weight of train handled. 

4. The Diesel locomotive has 
shown the possibility of long loco- 
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of their operation in main- | 


bhmbia Basic 
since 1 927 - 


motive runs, with very little serv- 
ice required at intermediate divi- 
sion points. 

5. It has stimulated the energies 
of the steam locomotive designers 
to develop steam motive power that 
has performance characteristics to 


compete with those of the Diesel 
locomotive. 
In conclusion, the author states 


that it would be far fetched to inti- 
mate that Diesel locomotives will 
displace steam locomotives alto- 
gether in railroad service, but they 
are definitely a part of the picture, 
and as more and more of them are 
built the unit cost will be lowered. 
In the meantime, improved per- 
formance’ characteristics of the 
steam locomotive are expected. 


Trend in America’s 
Food Tastes 

Some significant trends in the 
public’s choice of food products is 
revealed in a review of a new 
bulletin, “Consumption of Agricul- 
tural Products,” issued by the Bu- 
reau of Agricultural Economics, in 
the June 7 issue of The National 
Provisioner. Of primary interest to 
the field of that publication, it was 


| 


pointed out that the annual per 
capita consumption of beef and 
veal during the period from 1909 
to 1940 has declined from 81.1 
pounds to 62.5 pounds, whereas 
pork consumption has _ increased 
from 66.7 pounds to 72.5 pounds, 


both trends having fluctuated dur- 
ing the period. The use of lamb 
and mutton has not changed per- 
ceptibly, and the range of lard has 


been from 12.2 pounds to 14.7 
pounds. 
In the non-meat food products, 


the consumption of wheat and other 
cereals has dropped. Apples are in 


greater favor, and popularity of 
citrus fruits has trebled. Use of 
fresh fruits has increased almost 


five-fold, dried fruits have doubled 
and fruit juices have had an ex- 
traordinary rise. 

A drop in the use of potatoes is 
contributed to increasing popularity 
of other fresh vegetables, and the 
development of new varieties. Con- 
sumption of chickens has increased 
from 17.5 pounds to 20.5 pounds. 
Per capita use of eggs rose during 
the 20’s and remained high until 
production was reduced by drought. 

Butter consumption per capita 
has remained about stable, while 
that of other manufactured dairy 
products has advanced _ steadily 
since 1909, with evaporated and 
canned milk and processed cheese 


among the leading examples of 
growth. 
Stiffen Rules on 
Liquor Advertising 
The Massachusetts Alcoholic 


Beverages Control Commission has 
adopted new regulations covering 
the advertising of alcoholic bever- 
ages. They provide that where 
price is quoted or indirectly re- 
ferred to, the copy must state, and 
be limited to: full name and proper 
address of advertiser; true and 
factual description of advertised 
product, including trade name; and 
price at which specified quantity is 
offered for sale. 

The regulations also prohibit the 
distribution of alcoholic beverage 
advertisements on any public high- 
way, from house-to-house, or door- 
to-door, unless contained in a 
publication of general circulation 
in common use as an advertising 
medium. 


Renews Radio Show 


P. Lorillard & Co. has renewed 
the half-hour Sunday night show, 


“Don’t Be Personal,” for Sensation | 


cigarets for another 13 weeks over 
the Columbia Pacific network. Len- 
nen & Mitchell, Inc., handles the 
account. 


Forms Own Agency 

Charles Levitt, formerly Los An- 
geles manager for Charles R. Stuart 
Advertising Agency, San Francisco, 
has formed his own agency in Los 
Angeles. 


Sues Cigaret 
Maker, Network, 
Agency Over Series 


New York, June 11.— Charging 
that the “Perfect Crime” series of 
radio broadcasts sponsored between 


April, 1939, and September, 1940, 
by Philip Morris & Co., over an 
NBC network was based on ideas 


submitted by him, Monroe Levoy, 
who writes under the name of Roy 


Post, filed a suit in New York 
Supreme Court seeking $750,000 
damages. Philip Morris, Biow 


Company, its agency, and National 
Broadcasting Company, named de- 
fendants in the action, 
general denial. 
According to the complaint in 
1938 Mr. Levoy submitted plots, 
scripts and recordings for a series 
of radio programs, which the de- 
fendants “looked upon favorably” 
but subsequently termed unsuitable 
for their use. The “Perfect Crime” 
broadcasts, he alleged, were based 
on ideas previously offered by him 
The plaintiff listed three causes of 


entered a 


action with $250,000 damages de- 
manded for each. 
The defendants denied that any 


agreement existed between them 
and Mr. Levoy or that the “Perfect 


Crime” series was pirated 


To Handle Publicity 


Henry W. Comstock, president of 


Addison Vars, Inc., Buffalo adver- 
ising agency, has been appointed 
publicity chairman for the United 


Service Organizations’ campaign in 
Buffalo. 


Cabanne Link to KMOX 


C. Cabanne Link, former public 
relations director for St. Louis, has 
been appointed by Station KMOX, 
St. Louis, as director of publicity 
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ARE YOU 
GIVING FULL 


SALESMEN IN 


THIS MARKET 
? 


THE SUNDAY 
SALT LAKE 


TRIBUNE 


HOME COVERAGE 
DELIVERED 


CARRIER 


SALT LAKE CITY 


34,410 
38,419 


Families Families 


Circulation Circulation 


UTAH 
Families 115,936 Families 
Circulation 81,047 Circulation 
Ss t ow I S. Census—A. B. ¢ 
for 12 months ending June 0, 1940 


SUPPORT TO YOUR 


987, 


SALT LAKE COUNTY 


TOTAL MARKET 


t & 


_ COAST MARKET PICTURE 


YOUR PACIFIC © 


(iil ijn 
aly 


Market last) year 


46,143 


ings up LOT. 
47,727 Bs Uy / 


up nearly 4 
And already, 1941 shows gains over 1940 as follows: 


Private building construction up 35°; 


A Potent Lift for 
Your Sales Curve 


Retail sales totaled $259.590,000 in the Salt 


Lake 


million over 1939, 


+. Passenger 


car registrations up PR ses first-quarter bank eclear- 


This market, comprising all Utah, southeastern Idaho. 


7a 


180,805 
102,046 


schedules. 


Lake Tribune} 


National Representatives: Sunday Magazine and Comic Sections Color — Black and White 


Reynolds-Fitzgerald, Inc. 


Put The Sunday Salt Lake Tribune on your 


western Wyoming, eastern Nevada, is an important 
part of the great Pacifie Coast Market 


yet Pacific 


Coast media just don’t get in here to any extent. 

You need the 100,000-plus cireulation of The Sunday 
Salt Lake Tribune to give your salesmen effective 
support, to give your sales curve potent lift! 
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Federal Buying 
System Termed 
Simple by U. S. 


Washington, D. C., June 10.—The 
world’s biggest buyer—Uncle Sam 
—has about 2,500 purchasing agen- 
cies which buy some 300,000 differ- 
ent articles, and although the 
magnitude of the set-up confuses 
many manufacturers seeking their 
first government order, the Depart- 
ment of Commerce terms the fed- 
eral purchasing system the “sim- 
plest” in existence. 

The government purchasing sys- 
tem functions something like a 
large mail order house, only in 
reverse. Instead of selling to the 
thousands, Uncle Sam buys from 
the thousands. Specifications laid 
down by the government are not 
complicated, and often resemble 
product descriptions in mail order 
catalogs. 

Selling to the government is sim- 
pler than it used to be. No longer 
does a sales manager or salesman 
have to waste days pounding Wash- 
ington’s pavements and corridors 
before finding out what must be 


done to get a share of Uncle Sam’s 
business. 


Office Set Up 


Soon after Jesse Jones became 
Secretary of Commerce, he set up 
the Service and Information Office. 
Manufacturers seeking federal con- 


| tracts, particularly those bidding 
|for government business for the 
first time, flock there like flies to 


honey. A_ staff of experts with 
years in government service behind 


edge of the purchase system of each 
governmental office, tell manufac- 
turers what to do, where to go and 
whom to see, 

In most cases, no trip to Wash- 
ington is necessary. Queries are 
handled by mail, and the Service 
and Information Office discourages 
business men from hiring 
claiming familiarity with federal 
purchasing methods. These men 
are more often a hindrance than 
a help, the Department of Com- 
merce claims. 

Trips to Washington in search of 
government contracts are often 
futile because of the large degree 
of decentralization. The Army, for 
example, buys only a small per- 
centage of its supplies in Washing- 
ton. Shoes are bought in Boston, 
clothing in Philadelphia and _ air- 
craft supplies in Dayton. The Navy 


them, and with a complete knowl- | 


agents | 


ADVERTISING AGE 


has also decentralized part of its 
purchasing system, and prefers that 
preliminary negotiations be con- 
ducted by mail. 

The third big federal purchasing 
agency is the Procurement Office 
of the Treasury Department. This 
is a centralized agency for all gov- 


ernment departments except the 
Army and Navy. The Procurement 
Office also has offices in different 


parts of the country, and prefers 
| preliminary negotiations by mail. 


Releases Safety Copy 

| The Pennsylvania highway de- 
partment released  126-line 
three-column copy to every daily 
and weekly newspaper in the state 
to acquaint readers with Memorial 
Day driving hazards. Two similar 
advertisements are planned prior to 
the Fourth of July holiday, placed 
{through Benjamin Eshleman Com- 
| pany, Philadelphia. 


-Hymes Heads Radio Execs 


John Hymes, radio time buyer, 
Lord & Thomas, New York, has been 


elected president of the New York | Partment manager. 


Radio Executives Club. 


Lewis to Mogul 

Melvin Lewis, formerly produc- 
tion manager of Croydon Advertis- 
ing Agency, New York, has joined 
Emil Mogul Company, New York, in 
a similar capacity. 
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Did you know that the wholesale sales in the Memphis trade area 
total more than One Billion Dollars? On defense projects alone, 
more than $80,000,000 have been expended already. These de- 
fense expenditures, and the general increase in business, make 
the Memphis market one of the brightest spots in the country. 
This market is teeming with spendable income, with more 
than 399,540 radio homes attuned to your sales message ... homes 


that definitely have increased buying 
power to a degree that they have never 


known before. 


Why not tell ‘em and sell ‘em over 
WMC, the pioneer radio voice of the 


Mid-South? 
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MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WJDX—JACKSON, MISS. 
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_ these supplies, but at the same time | contains a comparatively small 


Down Cigar Copy 
Seek Subst 
Stitutes 
ce u | u C vester cigars will be ended 
to seek substitutes in the near future eral Trade Commission. 
conference of the American News-|Inc. In both cases, the advert 
York State Publishers’ Association, |The Harvester case did not in 
The most comprehensive view of | Fendrich agreed to cease. 
flat statement that, very shortly,| vana tobacco, and that the 
| goes into the making of newspaper | not to describe the tobacco c nt 
| phasis in the order of their pre- 


7 
Publishers Urged Consolidated 
| Agrees to Tone 
to Stock Supplies, 
| Washington, D. C., June 13.—U 
| qualified use of the phrase “Hea 
of Havana” in advertising of H 
Buffalo, N. Y., June 11.—The | Consolidated Cigar Corporation, 
possibility that the defense program cording to a stipulation acce; 
will compel the nation’s newspapers | by the manufacturer and the F 
for raw materials they now use was| The Harvester stipulation 
voiced repeatedly this week at ses- lowed by a fortnight a sin 
sions of the annual mechanical stipulation involving H. Fend 
paper Publishers’ Association here. ‘agreed to stop giving the im; 
Expressed at the outset by Henry | sion in copy that Havana tol 
M. James, president of the New| is the chief ingredient of its c 
the thought was reiterated by other | promotion of a five-cent cig: 
prominent figures in the newspaper | the same product which for 
| world. sold for a dime, a practice » 
\the situation was given by Walter; Consolidated agreed to sto; he 
|E. Wines, ANPA mechanical de-|vertising that Harvesters de; nd 
He made the! entirely for their flavor upon | {a- 
| civilian supplies of tin, which feed filler is composed predomin tly 
| the linotype machines, zinc used in|of tobacco imported from Cuba 
| photo-engraving and cork which | Like Fendrich, Consolidated ag ved 
mats, will be sharply curtailed | of its products unless “the country 
because of the need for these mate-|of origin of each of the tob < 
rials in armament making. j}used is set forth with equal em- 
Irges Stocking U - re 
. _ — ve dominance by weight. 
Mr. Wines said the ANPA recom-| According to the stipulation. the 
mends that publishers stock up 0n| filler used in making Harvesters 


he warned against over-stocking ‘centage of genuine Havana tobacco, 
because of the danger of precipita- | blended with far greater amounts 
ting the feared shortage. Both Mr. | of tobacco grown in other pla 


Wines and other speakers suggested 
Name Sidney Garfinkel 


that it is the part of wisdom to cast 
about now for substitutes for these 

| Sidney Garfinkel Advertising 
| Agency, Los Angeles, has been ap- 


and other vital materials in antici- 
pation of their probable scarcity. | aad a dk & Geman for 
Joining in the weleome ” the 500 Pittsberg Chemien! Company, \ ere 
delegates with Preside nt_ James non, Calif. The campaign will con- 
were Walter M. Dear, publisher Of | cjc¢ of trade paper and direct 
the Jersey City Journal and ANPA advertisements. 
president, and Cranston Williams, | Gaiciniieaaoaeenit 
ANPA general manager. | Use Quiet Sound Truck 
‘ King Cole’s Sound Service, New 
Elect Van Riper York, has developed a_ successful 
Ed Van Riper, Sidener and Van/sound truck that depends not or 
Riper, has been elected president of | sound for attention but on bright 
the Advertising Club of Indian-| hues produced by colored spotlights 
apolis. ;on a revolving crystal globe. 
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WHBF 


The Tri-City Market . 
the World! 


ROCK ISLAND 
DAVENPORT 
and MOLINE 


. . Farm Implement Capital o! 
Here is Nation’s Greatest Arsenal! 920.715 
people with $293,652.000 of retail sales in the Tri-City 
| Market area during 1940. The largest market between 
Chicago, St. Louis, Kansas City, Omaha and St. Paw!. 
Reach this buying center and the 28 rich, agricultur®! 


counties surrounding it through WHBF, the only, fu! 


time, 5.000 watt station in the Tri-Cities. 


Affiliate of The Rock Island Argus 


Basic Mutual Network Outlet 
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AMONG THE NEWSPAPERS 
SUBSCRIBING TO 

THE CHICAGO DAILY NEWS 
FOREIGN SERVICE ARE: 


The New York Post 

1 The Philadelphia Bulletin 
The Detroit News 

The Pittsburgh Press 

The Des Moines Register Tribune 
The Buffalo Evening News 
The Washington (D. C.) Star 
The Cleveland Press 

The St. Louis Post-Dispatch 
The Davton Journal Herald 
The Manchester Union-Leader 
s The Los Angeles Times 
The Baltimore Evening Sun 

The Minneapolis Star-Journal 

The Portland Oregonian 

The Dallas Journal 

The Milwaukee Journal 

he Chattanooga Evening Times 

ingstown Vindicator & Telegram 

rduea Exponent (LaFayette, Ind.) 

The Daily Oklahoman & Times 

The Kansas City Star 

The Richmond News Leader 

The Watertown N.Y.) Times 

The Wichita Beacon 

The Indianapolis Times 

The Louisville Times 

The Atlanta Journal 

The Evansville Press 

Ketchikan (Alaska) Chronicle 

Memphis Commercial-Appeal 

The Syracuse Herald-Journal 

Jose (Calif.) Mercury-Herald 

The Oakland (Calif.) Tribune 

The Columbus Citizen 

chev Mountain News (Denver) 

The Akron Beacon Journal 

The Miami Herald 

The Houston Press 

The Cincinnati Post 

The Boston Globe 

The Toledo Blade 

The Omaha World-Herald 

IN CANADA: The Toronto Star 

The Winnipeg Free Press 


The Vancouver Daily Province 
The Montreal Statndard 
IN ENGLAND 


The London Daily Telegraph 


2 SALES AGENT 
g.) The Register & Tribune 
Syndicate. Des Moines. lowa 
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A medal for distinguished service in journalism, 
which has been conferred upon The Chicago 
Daily News by the University of Missouri School 
of Journalism. A similar medal has been awarded 
to Leland Stowe, foreign correspondent of The 
Chicago Daily News. 


... it has not hesitated to inform 


.. however disagreeable this may be’”’ 


On May 15, the University of Missouri School of Journal- 
ism gave its annual awards for distinguished service in 
journalism to The Chicago Daily News and Leland Stowe. 
The University’s citation honoring The Chicago Daily 
News stated in part: 
“It has built up and is now maintaining a foreign 
service that is accurate, interpretive, intelligent and 


far reaching; it has not hesitated to inform its readers 


of the actual swift drift of the world’s changing 


history, however disagreeable this may be.” 


Let us repeat part of that last sentence: “. it has not 
hesitated to inform its readers . . . however disagreeable 
this may be.” These words recall others that were pub- 
lished back in 1929. At that time — almost a dozen years 
before the night of nazism began to darken continental 
Europe — Charles H. Dennis, then editor, now editor 


emeritus, wrote: 


“The Chicago Daily News on some occasions, in the 
line of duty, has faced storms of disapproval and 


unmeasured abuse . . 
Years later, he added: 


“The best proof of a newspaper's sincerity is its 
readiness at all times to sacrifice popularity in the 
interest of truth and public well-being .. . Its motives 
will be misrepresented by the proponents of error and 
while it is honorably under the lash of their invective, 
it will be assailed; ironically enough, with varying 
degrees of violence by a considerable element of that 


very public which it is loyally endeavoring to serve.” 


4 4 4 4 4 4 


In 1941, as in its six preceding decades of publication, The 
Chicago Daily News “has faced storms of disapproval” be- 
cause “it has not hesitated to inform its readers... however 
disagreeable this may be.” Truth isn’t always pretty. 
Truth, at times, is revolting, shocking . . . bitterly disil- 
lusioning. And virtually a// of the truth that has come out 
of the shadow of the swastika in Europe since the death of 
Czechoslovakia has been—to put it mildly—“disagreeable.” 


It was “disagreeable” to report the truth about Munich. 
But The Daily News reported it and pointed out the tragic 
hypocrisy of the agreement that spawned it, It was “dis- 
agreeable” to report the plunder of Poland ... the betrayal 
of Norway ... the ravishment of Holland, Belgium, France. 
It wasn't palatable to picture the enslavement of Rumania 
and Albania ... the annihilation of Yugoslavia and Greece 

. the murder by machinery of the women and children 
of England. 


But The Chicago Daily News “has not hesitated to in- 
form.” Equipped with a foreign staff superior to its 
competition, it has time and time again been the first to 
nose out the ugly truth. And “it has not hesitated to 
inform its readers of the actual swift drift of the world’s 
changing history, however disagreeable this may be.” 


Since the start of the year, this newspaper has laid stark 
naked the predatory plans of Hitler and Nazi Germany 
for world domination through the historic series 
of articles by Wallace R, Deuel .. . It has revealed the 
Nazi tactics of terror along numerous fighting columns 
and Fifth Columns in Europe . . . through the uncensored 
“eyewitness words” of Leland Stowe It has slashed 
a slab of bacteria from Japan's hell-bent New Order high- 
way to “ruin or glory” and put it under a microscope .. . 
thanks to A. T. Steele... It has tunneled the twilight 
of the Rome-Berlin axis and told “The Truth About Italy” 

. through the dynamic reporting of John T, Whitaker. 


None of this has been pleasant. 
shocking. 


Some of it has been 
But all of it has been true. And The Chicago 
Daily News — realizing that only an America forewarned 
can be an America forearmed — “has not hesitated to 
inform its readers . . . however disagreeable this may be.” 


And, although “on some occasions, in the line of duty, it 
has faced unmeasured abuse” from some quarters, The 
Chicago Daily News will continue to inform “how- 
ever disagreeable this may be.” 


Incidentally, the current circulation of The Chicago Daily 
News is the highest in its all-time history. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


with the most valuable circulation in the city 


Daily News Plaza, 400 West Madison Street, Chicago @ San Francisco Office: Hobart Building 
New York Office: 9 Rockefeller Plaza @ Detroit Office: 4-119 General Motors Building 
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Says 
“Thank you 
LIFE Magazine” 


for devoting 4 pages in your 
June 16th issue to the work 
of outstanding high school 
artists as selected by Scho- 
lastic Magazines through the 
17th Annual Scholastic 
Awards. 


Thanks, also, to NBC for the 
30 minute coast-to-coast pro- 
May 12th of high 
spots from our Awards 

to KDKA for the broadcast 
from the _ galleries of the 
Carnegie Institute ... to 
The Mew Pork Times for 


the grand rotogravure repro- 


gram on 


ductions on February 16th 
and again on May 18th 
and to hundreds of other 


newspapers for their gener- 
ous use of space to pay tribute 
to the outstanding ability of 
high school students. 


Scholastic 


Magazines 
Offer You 
Increased Sales 


High school students of Amer- 
ica look to Scholastic Maga- 
zines for stimulation, for 
guidance, for instruction. 
Year after year high school 
students have participated in 
Scholastic 
ties and by their outstanding 
ability they have made all of 
America that 
citizens of tomorrow are im- 


Magazines’ activi- 


realize these 


portant today. 


Your advertisements in Schol- 
astic will bring increased sales 
of your product. The same 
high standard of leadership 
and influence maintained by 
Scholastic Magazines in the 
youth field will also be yours 
through the use of Scholas- 
tic’s 


“school and home” ap- 


proach. 


SCHOLASTIC MAGAZINES 
220 East 42nd Street, 


New York 


Sherman K. Ellis is bursting with fatherly pride. 
Jr., who has been commissioned 


Getting Personal 


Sherman K. Ellis, 


as an ensign in the engineering 


division of the V-7 U. S. Naval Reserve, won a New York Yacht Club 


sword award for standing fourth 


competitive examinations. . . 


highest in a class of 460 in the 


Warner Shelly, v.p. in charge of service of the New York office, 
won the trophy with a low gross score of 81 in the annual N. W. 


Ayer & Son golf tournament at Princeton, N. Jd. 


Harold Talman of 


the Philadelphia office was runner-up with a score of 82. . . 
A wedding in the ranks at WOR . . . Bill Crawford, assistant to pro- 
motion chief Joe Creamer, married the former Jean Chatterley. 
Adolph Toigo, research director of Geyer, Cornell & Newell, should 


be living in Forest Hills Gardens pretty soon. 


eight-room house there. . . 


He’s just bought an 


Moving day is also in the offing for Emerson Foote, v.p. at Lord & 


IT'S A HOBBY 


Keith Kiggins, sales manager of the NBC 
Blue network, collects miniature horses 
so members of the staff picked his birth- 
day recently to shower him with equine 

examples of every kind and shape. 


ing trip along the Florida coast. . . 


Thomas, who has leased an 11 
room, 5 bath apartment at 1 
Gracie Square... 

The family of Rudy Kaupf- 
mann of the ABP is the richer 
by a girl—a husky one, too, 
weighing eight pounds and two 
ounces. . . 

Maybe the atmosphere at 
J-W-T encourages bachelors to 
take the plunge. August John 
Norris-Hill of the production de- 
partment is on a wedding trip 
to the West Indies following his 
marriage to Carol Thorne-Smith 
of Virginia, and Dick Eastland 
of the radio department will be 
married June 27 to Mrs. Nancy 
Nicoll Pearson, of Rye, N. Y.. . 

Howard S. Meighan, Eastern 
sales manager of CBS radio sales 
division, will be married June 
28 to Mary Pryor, of Scarsdale, 
is Bs bs 

“Hotch” Clark, publishing di- 
rector of McG-H mining publica- 
tions, has returned from a fish- 


The poet in Harry W. Smith, Jr., director of industrial publicity at 
the American Gas Association, got the upper hand when he announced 
his new job as a.m. of the Selas Company, Philadelphia, effective 


July 1. 


Harry described the change in a nine-verse jingle beginning, 


“When something extra-special breaks, I cannot write in prose—My 
jingle-instinct dominates my technical news-nose.” . . 


Ken R. Dyke, NBC sales promotion 


manager, has donated the 


trophy for the winner of the Alpha Delta Sigma inter-chapter com- 


petition for the best plan of advertising and merchandising. 


First 


winner of the cup is the Benjamin Franklin chapter at Penn State 


College. 
fraternity. .. 


Mr. Dyke is national president of the honorary advertising 


Winston Shilvock, retiring chairman of the advertising and sales 


bureau of the Board of Trade, Vancouver, 


B. C., who is joining the 


NEWCOMER 


Sensational New Bind of 
Liguid Cleaner 


Se ne Se ae 


GTISEER SASIER Wat te 
MOLE EDOTISITS BearTT 


Four-color copy in This Week and Col- 

lier's will inaugurate the national con- 

| sumer campaign for the new Liquid 

| Simoniz Kleener, placed on the market 
this spring. 


Start National 
Drive for Simoniz 
Liquid Cleaner 


Claims New Product Is 


Faster, Easier to Apply 
Than Paste 


Chicago, June 11. — Full - fledged 
promotion of a new car cleaner, 
Liquid Simoniz Kleener, in national 
magazines will be launched this 
weekend with a four-color adver- 
tisement in The American Weekly 
for June 15. 

Similar four-color copy on the 
new product of the Simoniz Com- 
pany, Chicago, will follow quickly, 
jin the June 21 Collier’s. Black 
and white advertising is to be run 
jin American Magazine, Liberty, 
| Life, The Saturday Evening Post 


and This Week. The campaign will 
be confined to magazines, and heay- | 
iest advertising of the cleaner wil] 
be placed during the months from 
June through September. 

Liquid Simoniz Kleener is th 
third product to be merchandis-4 
under the Simoniz name. The .wo 
previously introduced were Simon 
Kleener, a paste cleaner, ard 
Simoniz. Copy claims for the ne 
product cite its speed in use, e: 
of application, a _ longer lasti 
finish after use, and more thorou 
cleaning. “It is made possible by a 
marvelous new principle of form :- 
lation,” and is said to be partic )- 
larly efficient on cars which ret 
a good surface. 


Distribution Completed 


The new cleaner was first pla 
on the market about April 1, 
advertising was not begun unti 
had been completely distributed 
Simoniz retail outlets. To int o- 
duce the new cleaner to the au o- 
motive and maintenance trae 
four-color, single-sheet inserts h ve 
been run in the May and J ine 
issues of Automotive Merchan: is- 
ing, Jobber Topics, Motor nd 
Super Service Station. 

Although copy states that thi. is 
a new type of liquid cleaner, 
not intended as a substitute « 
replacement for the paste cle:ne 
now marketed by Simoniz. Che 
paste “is recommended for all cars, 
including those extremely dul! o 
discolored.” 

George H. Hartman 
| Chicago, is the agency. 


Company 


Palmolive Sponsors Davis 

Elmer Davis, radio news analyst 
has resumed his five-minute com- 
mentaries over the Columbia Broad- 
casting System under the sponsor- 
ship of Colgate - Palmolive - Peet 
Company. He is heard nightly ex- 
cept Monday. 


F R iz t with your 
first Order 
Jer and Brush FREE with your first order 
S S Artist Rubber Cement. i 
esed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ $ Spe- 
cial Frisket Cement, $3.50 per gel. 


RUBBER CEMENT CO. 


3438 No Halsted St. CHICAGO, ILL 


15th brigade, coast artillery, was presented with a silver cigaret case 
at an “after five’ of the Terminal City Club. 

A year’s leave of absence has been given Joseph A. Sill, plan dept., 
Brisacher, Davis and Staff, Los Angeles office, for active military duty 
to serve as first lieutenant in the field artillery. . . Joe Probst, prod. 
mgr., Chek-Chart, Chicago, was awarded the $25 first prize in North- 
west Paper Company’s first annual printing contest. George Chell- 
man, Whitaker Paper Company, was given a special $10 award. . . 

Walter Wade, Wade Advertising Agency, Chicago, journeyed to 
Hollywood for the May 26 premiere over NBC of Lum and Abner, 
sponsored by Miles Laboratories for Alka Seltzer. .. Alden M. Ham- 
mond, executive of the Provi- 
dence agency bearing his name, 
is back at his office after an ill- 
ness of several weeks. . . Arthur 
J. Kemp, CBS Pacific Coast sales 
megr., a topnotch golfer, took the 
missus to the Berkeley Country 
Club the other day to teach her 
the game and she promptly sank 
a tee shot... 

Dick Velz, prod. mgr., WRNL, 
Richmond, Va., and an officer in 
the naval reserve, has been 
callec to active duty at Norfolk, 
Va., where he will be a member 
of the public relations staff of 
Admiral Joseph K. Taussig. . . 
Members of the staff of WNAX, 
Yankton, S. D., gave a banquet 
and program June 2 in honor of 
Robert R. Tincher, v.p. and genl. 
mgr., who has been granted a 
year’s leave of absence to serve 
with the 4th United States cav- 
alry reserve at Fort Meade, S. D. 
He has been a member of the 
cavalry reserve corps for five 
years and holds a first lieuten- 
ant’s rating. . . 

Barbara Barton, Winnetka, II1., 
niece of Bruce Barton, pres., 
BBDO, has gone to Hollywood 
where she will be given a film test by Warner Bros. under a sum- 
mer talent development plan. . . Parker Ekren, of Bertsch and Cooper, 
typographer, has been elected president of the Chicago Junior Asso- 
ciation of Commerce. E,. E. Foster, ad dept., Lumbermen’s Mutual 
Casualty Company, was elected a director and serves as luncheon 
chairman... 

A gift of $125,000 from the Gardner Cowles Foundation, Des Moines, 
sponsored by the publisher of the Des Moines Register & Tribune, will 
make a new men’s dormitory and dining hall available to Grinnell 
College. .. Manager Merle S. Jones returned from his vacation at the 
Lake of the Woods in Canada plus Gull Lake in Minnesota to surprise 
his KMOX staff in St. Louis with more than 125 walleyed pike and 
northern pike. . . 


HALF-CENTURY 


Frank E. Tripp (right), general manager 
of the Gannett Newspapers, presents a 
gold watch to J. Frank Duffy, advertising 
counselor, in recognition of 50 years of 
distinguished service in the advertising 
field. The ceremony climaxed the recent 
spring conference of Gannett advertising 
executives. 


Schenectady with its war orders is approaching boomtown 
proportions. More spending money is available now than 
at any other time in history. Bank clearings have more 
than doubled within a year. 


The Gazette is keeping pace with these gains. Circula- 
tion is now at an all-time high—still larger and stronger 
than the circulation of any other Schenectady newspaper. 
For more than 30 years the Gazette has led in advertising 
linage, and it has carried the bulk of space used by the 
most successful advertisers in Schenectady. 


Here is a live paper on the job ready to help you get 
your share of this new business. 


The Leader in Circulation and Advertising 


for more than thirty years. 
SCHENECTADY 


SCHENECTADY GAZETTE wew vor 


REYNOLDS-FITZGERALD, INC. 


NATIONAL REPRESENTATIVES 
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The life of seasonable displays ends automatically 
with the Season’s passing. But not with this 
Armour Double-Duty Display (patented). When the 
bunnies’ job of attracting the big Easter trade, 
with their Armour STAR HAMS in special Easter 
wrappings, is ended, the top sheet simply is lifted 
from the display frame. In its place appear the 


Armour hams dressed in their “every-day clothes” 


Fok 


oF ONE? 


so the Armour Chef remains on display weeks or 
months longer, inviting passers-by into the store. 
That’s double duty! That’s holding valuable space 
double time! That’s helping make double sales! 
—all for the price of a single display. 

If the sale of your product is augmented during 
a special holiday or other season, ask us about a 


double-duty display for a double-selling period. 


Sy ee 


ERS Zhi 


Discussing your plans or requirements involves no obligation. Call, write, or telephone 


MAGILL-WEINS HEIMER 


COMPANY 


Producers of Sales Making ° Advertising fer Over 33 Years 


13520-1554 S. WABASH AVE. 


* CALUMET 7200 + CHICAGO 
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SHE WU 1 MORE SALES... 


M-W “STEP-OUT” DISPLAYS (ratented) “bring the product almost to life’ in store 
windows and on store counters. They are full of “action” that attracts the 
eye and require little space--counter or window. That’s why dealers give them 
preferred position. They are loaded with consumer-appeal, too! ‘Step-Outs” 
are the last word in modern displays for certain products — they’re new 
and so different! Economical, too — considering the effectiveness of their 
construction; (no easel necessary for small displays of this type; the forward leg 


locks into the base forming a firm support) .... Let's show you how cleverly 
a "Step-Out" display can be adapted to the advertising of YOUR product! 


MAGILL-WEINSHEIMER COMPANY, 1320-1334 S. WABASH AVENUE, CHICAGO, ILL. 


Art work, Offset Plates and Lithography for originals of the Armour 


Displays shown on this and preceding page (here reproduced in minia- 


ture by Letterpress) all produced by Magill- Weinsheimer Company. 
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June 16, 1941 


ADVERTISING AGE 


Calitornia Fig 
institute Maps | 
New Ad Campaign 


Fresno, Cal., June 11.—The Cali- | 
fornia Fig Institute, heartened by 
the success of its first intensive ad- 
vertising, merchandising and sales | 
promotion campaign, is now laying 
plans for an expanded program for 
1941-42 extending into 15 or 20 mar- 
kets. 

Success of the initial promotion, | 
according to Harold H. Hyde, di- 
rector of the non-profit organization 
which represents California dried 
fig growers, exceeded all expecta-| 
tions. Package and bulk sales in- 
creased at least 25 per cent, he said, 
adding that “our most satisfying ac- | 
complishment was in proving to re- 
tailers, chains and wholesalers that 
figs can become a year-around profit 
item, rather than merely a seasonal 
seller, when displayed properly.” 

Newspaper space was used in 
Boston, Detroit and Cleveland and 
dealer service men representing the | 
Institute worked directly with the 
trade, installing colorful display | 
pieces. In many instances, Hyde | 
declared, dealers reported sales in- 
creases running as high as 500 per 
cent for the months of January, 
February and March over the same 
period a year ago. 

Elwood J. Robinson 
Agency, Los Angeles, 
Institute account. 


Advertising 
handles the 


Business Paper Revenue 
from Advertising Up 


Gross revenue from 1940 adver- 
tising, reported by 131 member pub- 
lications of the Associated Business 
Papers, New York, was $20,132,367, 
as compared with a volume of 
$18,640,078 reported by 134 papers 
in 1939. 

Advertising agencies placed a to- 
tal of 73,435 pages in 1940, against 
65,306 pages placed in 1939. 


U4, POT pes yy , 


When you use the | 


MIDWEST 
FARM PAPERS 


-». you get almost TWICE the farm 
coverage of the average National 
farm paper in the Midwest, and at al- 
most TWICE the subscription price. 


@ Prairie Farmer @ Nebraska Farmer 
® Wallaces’ Farmer & lowa Homestead 
@ Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


SET 
TYPE 


OUR OWN 
WITH... 
uc. and casy-anyone in your office can 


FOTOTYPE 


your compositor. No experience needed. 


The « ost?...S0 low you'd hardly believe it! 
Get tie facts. Now -today-send for our 
ree »ook explaining the remarkable 
‘OT OTYPE Method. Shows the more 


than 100 type styles and faces available. 
THIS ENTIRE AD SET WITH FOTOTYPE 
62 


FOTOTYPE COMPANY 


WASHINGTON BLVD. . CHICAGO 


JUNE ADVERTISING LINAGE IN FARM PAPERS | 


Commercial Display ) Commercial Display Issues New Rate Card 
Including Poultry and Display Including Poultry and Display 
Livestock Advertising Livestock Advertising | The United States News, Wash- 
1940 ’ 440 941 1940 ' Se ans 
—— er ws Do ip Py ——are : tsar 1940 | ington, has issued a new rate card, 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines - = ; P 049 vo ty 
Monthlies—June Western Farm 1 17.7 13,902 20.4 15.984 10.703 13.714| No. 15, effective Jan. 9, 1942, which 

American Poultry Journal : shows an advance in rates to $1,175 

Eastern Edition 11.7 5,044 9.5 4,094 21 61 Total Group 11 S 120 8 108,184 111 ~ ¢ P ' ingle . 
, re age, Single run, as com- 
Central Edition 8.3 3,553 6.9 2,94 04 3 Bi-Weeklies—May |} . full ps & —- u “ . 
Western Ed ! ‘ SI 5.7 2,45 441 ’ American Agricultu lt 12,15 18.9 13,798 10,241 11,342} pared with $1,025 in its current rate 
§In all Editions t 2,711 5 47 104 8 Arizona Farmer 2 17,048 0 1 27 «17,048 15,26 schedule. 
*Better Fru ».7 4.011 £1 432 4 432 California Cultivator 8.2 1 Ss s 21,519 1,097 1 . 10 » y » 
N é : t agazine 

Mrseders Gasette 10.4 4.664 12.1 5.458 88 | Dakota Farmer i771 03 15673 +att Simult ineously, the magazin 

California Citrograph.. 18.1 12,157 17.0 11,445 12,1 11,445 | Farmer, The showed an increase of guaranteed 

Capper’s Farmer 23.5 15,99 27 18,491 15,829 8,402 Ge al Editior 0.8 24,141 17,668 0,506 15,079| average net paid circulation from 

*Carolina Co-Operator 4.6 1,960 6 2,7: 1,960 2.737 Local Edition 7.0 28,991 6 20,553 » 186 17,936 30.000 to 30.000 

Country Gentleman 45.0 30,624 3 24,68 126 24,305 | Idaho Farmer ISS 14,184 19.9 15.068 14.184 15.016 130,000 to 160,000. 

a*Electricity on the | Indiana Farmer's Guide 13.4 10,521 10 8.200 9,927 1,97 
Farm er ‘ 7.5 2,6 10.3 2,49 2,67 2,49 Kansas Farmer 19.3 14,698 15.3 11,641 21,864 9,549 Md M : 

Farm and Ranch.. 15.4 11,6¢ 18.0 13,599 10,548 13,019 | Michigan Farmer 18.8 14,44¢ 19.2 14,778 11,197 11.829 Limits Beer Signs 

Farm Journal & Missouri Ruralist 13 10,000 14.0 10,611 9,049 8,812 . ) ) — _ 

- ; > use anel pos s fo eC! 
Farmer's Wife 36.2 15,538 34.4 14,759 15,0 14 ‘Nebraska Farmer 2 ») 19,663 24.3 17,706 18,563 16,228 The usé of I inel yt te rs for be 

*Florida Grower Mag 7.1 8 7.4 052 1,8 ¥ Aver. Four Editions. 27.8 20,274 24.9 18.108 19160 16630 |/advertising has been limited in 

*Idaho Granger a 7.89 3.3 6s s s|'New England Home Texas by passage of a bill which 

"kK M , tead 0.9 14,651 18.0 12,620 11,801 10,312 weg . 

‘ae leone ' 56 4354 4 Ohio Farmer 2 17086 184 14895 18-752 13.758 |PFOhibits all such road signs with 
ome Journ: 2 252 5 H lo i “+« (,Vsd ? o, 60 , 8 : 

abtanal thvembect , *| Oregon Farmer 20.4 15.427 21 6,002 15,427 16,002|/the exception of 180-square-foot 

Producer s 8 2,036 1 bt i — a, ; - ; boards, a single sign outside the 

. A : xclus. Norther ».6 4,27 WS ( 

Nation's Agriculture... 2.1 2 1,428 a) See - +4 , fee jot yp see | Place of business, and signs on beer 
lis aaaa id 128 «63 139 6.27 , Both Editions B24 24.482 29 OS 24.291 20 trucks and inside window displays 
*Ohio Farm Bureau ee ee Farmer 1.1 16,21 5s 1 1 12,618 14,629 qeepensemenes 
News . ; 9.2 4,072 9.0 4,104 1 4,104 a a f 1 , ‘ ; ; 

Poultry Tribune qn «& oe — ‘ + 4 1 “ : + 91 +e" + - McGivena Adds Michaels 

" ‘ “ - - ‘nural ew orkKer { 96 « aa OST ( 

ee : oo et 7. et 4 LR yt 4 241 | Wallaces’ Farmer 9. 09 29.0 22,729 18,347 17,904 Harry C. Michaels has joined L. 
; : a ee gp - , . 4 oe Washington Farme 20.3 15,383 21.¢ 16,347 15,3823 16.247 . vena > . 7 A “tee ae 

Western Edition 8.6 6.3 2,705 21 3.203 | 2ftanenedin hedingiterins 31 i¢-882 193 18128 14380 12°712|2: McGivena & Co.. New York, as 

Pacifie Edition 8.9 8.0 3,433 312s 2,511 vice-president and account execu- 

x... =, — Ai.8 17.5 12,781 1 s 1 ‘ Total Group 19 196,248 183,758 169 tive. Mr. Michaels at one time con- 
ogress t ‘a ner | seh i M \ . . ; . ’ a _ 
Carolina-Va. Edition 20.4 14,869 20.4 14,829 14,602 14,648 soaemare Week!s P TT ; ror «jo ducted his own agency in New York. 
Georgia-Ala. Edition 20.3 14,803 20.7 15,057 14,61 14,980 | 2Dairymen's League 
Kentucky-Tenn Ed'n 19 14,178 20.4 14,857 14,048 14,797 News : é j 6.9 ) j i 0 
Mississippi Edition 19.6 14,270 19.3 14,026 14,126 13,980] **Washington Grange 
Texas Edition 21.5 15,683 20.3 14,768 15,248 14,486 News 16.0 1 ‘. . 18 
§In all 5 Editions 17.6 l 792 17.5 12,781 12,758 12,754 Weekly Kansas cit 
$Average 5 Editions. 20.3 14,761 20.2 14,70 14,527 14 s Star Missouri Editior 1 12.609 ‘ 1H.848 105 13.¢ 

Southern Agriculturist 10.9 7,62 12.5 S768 7.537 x 691 

Southern Planter 10.6 7,402 12.1 8,491 6,977 8,224 Total Group i4 ) i SS 1 

Successful Farming 6.0 16,211 38.7 17,4 15,998 17,108 | Dailies—May 

|} *Chicago Daily Drovy 
Total Group 264,708 7,3 154 246,076] Journal 0.628 ‘ s 50.1 
Monthlies—May *Kansas City Daily 

American Fruit Grower 15.9 7,143 11.9 67 7,14 Drovers Telegram 1.1 16,01 1.8 16,088 ! ) 1H,o88 

Arkansas Farmer 0 rh}: 4.2 159 ) ‘Omaha Daily Journal ‘ 

Wyo ne Stockmar Stockmatr ' eee | 1 s 68, 2¢ iss 
Farmer 1.0 66 5.1 4,¢ 4,410) *St. Louis Daily e 

Stock Report 18 146 144 i ET 0.724 ou 0 
Total Group 14,461 13,1 L4,c¢ 12.880 1 : » Farm 
Total " 184.9 1 ' 1s2.9 | P . range 
Semi-Monthlies—May ee . Advertising in theG . of every 
*California Grange . ‘ hes 1 ov Si oan 
hry - a ed i saches »<! 
News re 1 118 16.1 17.898 19.118 1 ’ “1 é pt led ! Group rea . farm families 
Farmer-Stockman s 13,61 l t 1 us | t N “ug othe + Oe eae 4 Pacitic poe eae ya] is 80,000 
? aft 1 ! t il « - . a Ti , 
Dairymen's League ’ . b ~d circule ae 
11940 ine ‘ ine > us re 
Hoard'’s Dairyman S ' 4.89 \ _— : . Com RE D.). Cover tt ket 
iM - . pag s e pag 95% Be marke 

Missour Farmer 7.1 i Ph nae hitic *T eee 194 \ k} pe ( b srosperous ‘ 

Montana Farmet 17.9 15, 3 rT 14,521 Bosh again nei sponsive, | rnia Grant 

Oregon Grange Bulletin 18 W824 1 0 19,824 ' \- . , - th Califo Bulle 

d - our ssue botl eal throug Gr ange 

Utah Farmer 13.6 10 18.8 699 S924 Four les 1941—flve ues 194 Oregon 


Farm Monthlies 
Show 2.9% Gain 
in June Linage 


Chicago, June 12.—Farm month- 
lies carried 2.9 


per cent more 
advertising linage in June than 


during the corresponding month of 
last year, an analysis based on fig- 
ures of Publishers Information 
Bureau, plus those supplied direct 
to ADVERTISING AGE, shows. 
Semi-monthly farm papers, how- 


ever, reporting May linage, had a 


| 


| 


loss of 3 per cent over the corre- | 


sponding month of last year, while 
bi-weeklies reported a of 1.8 
per cent, and weeklies showed a 
loss of 10.7 per cent for the month. 

Dailies had a gain of 6.2 per cent 
for May. 
Brown Heads Pacific 
Advertising Division 

Roy A. Brown, publisher of the 
Independent, San Rafael, Cal., has 
been elected president of the 
cific Coast Division, Bureau of 
Advertising, American Newspaper 
Publishers Association. Other offi- 


loss 


cers are: S. R. Winch, business 
manager, Portland Journal, first 
vice-president; Morris A. Pentner, 
publisher, Oakland Post-Enquirer, 


second vice-president; J. R. Know- 
land, Jr., assistant publisher, Oak- 
land Tribune, secretary; J. L. Cau- 
thorn, president, San Francisco 
News, treasurer. 

Mr. Brown succeeds Norman 
Chandler, president and general 
manager, Los Angeles Times, who 
will continue on the board of di- 
rectors. 


“American Magazine” 
Speeds Copy Schedule 


Announcing an advertising copy 
schedule “synchronized with these 
swift - moving days,” American 
Magazine will accept gravure mate- 
rial at its Springfield, O., plant as 
late as three weeks prior to on-sale 
date for black-and-white and one- 
color-and-black gravure advertis- 


ing 

Four-color gravure advertising 
will be accepted as late as four 
weeks prior to on-sale date, the 


magazine announced 


Admen to Take Cruise 

The Chicago Federated Advertis- 
ing Club will sponsor a week-end 
cruise on the S. S. Seeandbee, June 


27-30. The group will leave Chi- 
cago, sail to Mackinac Island and 
the Soo, and return. 


| 


“United States News” 


Santa Barbara Gets 
Set for PACA Meet 
June 29-July 3 


Santa Barbara, Cal., June 11 
Expecting one of the largest attend- 
ances in the history of Pacific Ad- 
vertising Clubs Association conven- 
tions, Santa Barbara was _ busily 
preparing this week to entertain the 
hundreds of advertising and _ busi- 
ness executives who will convene 
here for their 38th annual conven- 
tion June 29-July 3. 

Included among the many speak- 
ers who will address the various 
convention are Paul West, 
president of the Association of Na- 
tional Advertisers; Arthur Kudner, 
president, Arthur Kudner, Inc.; 
Reese H. Taylor, president of Union 


sessions 


Oil Company; Kerwin Fulton, presi- 
dent of Outdoor Advertising, Ine.: 
Hill Blackett, vice - president of 


| Blackett - Sample - Hummert, In c.: 


Pa- | 


Frank Braucher, president of the 
Periodical Publishers Association: 
Russell Z. Eller, advertising director, 
California Fruit Growers Exchange; 
Louis Flader, editor of More Busi- 
ness; Roy Larsen, publisher ef Life: 
and Dr. Kenneth Dameron, directo: 
of the Committee on Consumer Re- 
lations in Advertising 


Theme of this year’s convention 


is “Advancement of Business and 
Advertising.” 

On the entertainment side of the 
ledger for the convention late thi 


month are an old Spanish barbecue, 
cocktail parties, golf and 
matches, and the formal banquet 
and ball at the Biltmore Hotel 


tenn 


Pall Mall Spots 
Over New Stations 


Following intensive spot radio 
coverage in New York, Chicago 
and Pittsburgh, the American 
Cigaret & Cigar Company has 
started using five additional mar- 
kets for promotion of its Pall Mall 
cigarets. Beginning June 9, one- 


minute spot announcements are be- 
ing aired over 23 stations in Phila- 
delphia, Detroit, San Francisco, 
Los Angeles and Buffalo in addition 
to schedule now maintained. Sched- 
ules on the different stations vary 
vetween 16 and 42 spots per week 


I. T. Cohen Promoted 


I. T. Cohen, on the staff of Kal 
Advertising Agency, Washington, D. 
C., for seven years, has been named 
radio production manager. 


| 
| 
| 


Proctor Names Three 

Three new assignments of West- 
ern territories have been made by 
the Proctor Electric Company, 


Philadelphia. A. W. Patterson will | 
cover Washington, Oregon, Idaho | 
and Montana; V. M. Harris, Utah, | 
northern California and part of | 
Nevada; George Newlin, Arizona, 
Southern California and the re- 


mainder of Nevada. 


PACIFIC GRANGE FARM GROUP 


Representatives 
J.Wm. Hastie, N.Y. + F.£.M. Cole & Son, Chicago 


Washing: 
One low 


News, 
tin, Id 
ton Grange 
group rate 
one campé 


aho Granger 
News. 


Mills Building, San Francisco 


ee 


You 


dvertisin 


0 E. OHIO STREET 


can read it in 30 minutes 


but you'll 
remember 
and use it 
forever. Gets , 
right at your , 
primary 


problernas. 


Postpaid 


Order 
Your Copy 
Today 


g 


CHICAGO 
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‘Good House’ 
Changes Seals, 
Guaranty Emblem 


(Continued from Page 1) 


will be standardized in form and 
wording, will carry in abbreviated 
form all terms of the guaranty set 
forth on page 6 of each issue of the 
magazine, and will be of one design 
rather than of 
various designs 
as heretofore. 
Facsimiles' of 


REPLACEMENT OF 
REFUND OF MONEY 


the seals and 
emblem as they 
1f DEFECTIVE OR IF NOT w i | | be use d 
AS ADVERTISED THEREIN from now on. 
are reproduced 
here, 


No seal is to be used, the maga- 
zine said, and no reference to Good 
Housekeeping’s approval or recom- 


$97,184,000.00 


is new purchasing power in 


INDIANAPOLIS 


To date this is the estimated 
plus purchasing power, based on 
defense contracts awarded in 
this city of 160,926 Reach this 
entire market effectively and eco 
nomically with the 3.052 308 
weekly circulation on 273) In 
dianapolis taxi cabs oa big plus 
market with no rate increase 
For details, write Wm. BK. Wha 
ley Co... Washington Bldg... Louis 
ville. Ky 


WHALEY 
TBHP Step. — 


mendation is to be made in connec- | 


tion with claims not specifically 
authorized by it at the time the 
product was tested. “No reference 
is to be made to Good Housekeep- 
ing’s approval or recommendation 


in any radio broadcast unless the 
script containing such reference 
,shall have first been approved by 


Good Housekeeping and unless the 
manufacturer of the product agrees 
not to deviate from the script.” 


Exempt Some Goods 


The guaranty is to be used only 
in connection with claims which 
have appeared in or been autho- 
rized by the magazine and the new 
emblem must be used without vari- 


ation. Radio restrictions are the 
same. Unwarranted use of the seal 
or guaranty, the magazine declared, 
will terminate the right to their 
use. 

Material bearing the seals or 
guaranty which has already been 


manufactured or is in the process 
may carry the seals up to the expi- 
ration of the agreement, and the 
guaranty up to six months after 
the last advertisement for the prod- 
uct carried in any prior to 
July, 1941. 
“All future 
now in process or 
been placed in specified publica- 
tions for definite dates, must con- 
form with the conditions set forth,” 
the magazine said. “All future 
radio scripts must be submitted to 
Good Housekeeping for approval if 


issue 


advertising, either 


which has not 


reference to the seals or guaranty 
is to be made.” 
Must Not Conflict 
The magazine said that any 
undue temporary hardships’ im- 
posed by the new procedure would 
call for a proper modification, 
though it must not “conflict with 
our understanding with the Fed- 
eral Trade Commission.” 


Termination of the FTC proceed- 


ings, said Good Housekeeping, “is 


satisfactory and to a great degree 
gratifying because the Commission 
conducted a most searching inves- 
tigation into all of our activities 


and the order has 
change in oul 
dures,” 


required no basic 


policy or proce- 


IDEA FILE series designed exclusively 
for large users of direct mail, NOW 


available in a limited edition... 


4 
fa pcetpnraled a 
ny j uw" 


You willreceive a handsome, 


numbered, inscribed File, 


for your desk, and 52 mail- 


ing units complete with 


uggestions for production 


s 
and sources of supply. 
rgvure toe, Fike was originally conceived to 
| help improve the creation and production 
of direct mail and was presented free to cti WHAT THEY SAY: 
ents and friends of Mailings Incorporated. The “Paiiiees tucarpersiod te 
first unit was mailed out 26 weeks ago eae ee ssoteibaiiaalioad haggis 
Since then requests to be placed on the list + completely unselfish job 
have been received from points as far distant in presenting an impertant 
is New Zealand Inquiries were discouraged trray oof direct mail ideas 
because of the expense of this program but With instructions for pre 
they answered We'll pay the cost The duction 
v2 piece series is, therefore, being made avail Frank I 
ible to a limited number ef direct mail users VeGRAW- HILL BOOK 
except agencies, printers and lettershops in COMPANY 
New York City 
Your Idea File is invalu 
HERE’S WHAT YOU GET FOR $10 ible as a means of survey 
ve the led « 9 2 
immediately, an Idea File inscribed with oO lig de thy ang ae 
your  rieane containing the first 26 piece hour when the mailing is 
Thereafter, you will receive the balance of the heing born 
mailings weekly for the next 6 months Iu 
PORTANT: you can use any part or all of the Nicholas Sevnestes 
ideas without permission and you will never TIME MAGAZINE 
be solicited for business 
“Tm not trying te plug 
SEND NO MONEY! Lewis Kleid but try to get 
GUARANTEI Keep the File for two weeks poe Bl ot plc 
study the ideas if vou don't get help worth ing « collection of unusual 
many times ten dollars, return the bill anc the ieee i've eter tnen 
charge will be cancelled 
Henry Hoke 
SSS SUE Ee eR eee eee eee ee lg er ol =e 
WHE? 
MAILINGS. Incorporated ae Tee 
25 West 45th Street, New York, N. Y 


NAME 
COMPANY 


ADDRESS 


Send me an inscribed Idea File containing the first 26 pieces—a bill for $10 as per your guarantee 
—and enter my mame for the next 26 weekly units in the 


series 


POSITION 


ADVERTISING AGE June 16, 1951 
JUNE ADVERTISING LINAGE IN NATIONAL MAGAZINES 
1441 1940 | —e |) 194 
Pages Lines Pages Lines Pages Lines Pages 
GENERAL Radio Mirror (Mac.) 53.4 14,352 24.0 
*Ace Fiction Group 11.4 2.566 8.2 1,842 | Romantic Story (F) 22.5 4,466 23.1 ; 
American 16.2 15,515 D7 21,754 | Sereenland (S) 23.9 10,276 22.7 
American Boy 8.33 5,645 11.7 7,926 | Screen Life (F) 28.5 11,9035 26.1 
*American Forests 7.0 s1S 12.5 5,250 | Screen Romances (M M) 29.6 12,688 S08 
American Home 16.6 29,462 60.7 8.2338 | Silver Screen (S) ’ 10,276 21.8 
American Legion 10.5 1.496 12.0 168 | True Confessions (F) } 11,087 27.7 
Arts & Decoration True Experiences (Mac) 35.9 15,408 31.4 
(Combined with Spur) 12.3 7,767 7.9 $965 | True Love & Romance (Mac) 36.0 15,430 28.4 
Asia 1. S17 2 1.004 True Romances (Mac.) 26.0 15.460 320 
Better Home & Cardens .8 35.250 ,S0 6.666 | True Story $4.6 18.136 51.3 
*Big Seven Group 6.3 1.440 TT) 2016 | Vogue . 63.7 $0,247 74.0 
Boys’ Life 16.2 11.040 17.% 12.100 | Woman's Day ’ 7 25.7 11,03! 24.3 
Child Life 13 1.855 1.0 1728 | Woman's Home Companion 92.6 35,801 62.1 
Christian Herald 14.5 6,240 14.2 6,099 | You . . 22.8 14,428 : 
College Humor 6.4 4,378 Your Charm (Picture Play).. 27.1 11,610 18.3 
Columbia Z.e 15oo¢ 1.5 1.020 
Cosmopolitan 1.4 26,363 67.7 24 02 Total Group .. 615,581 
Country Life 35.7 17,301 26.4 17,717 STANDARD MAGAZINES 
*Dell Detective 7.2 2 08] 7.3 3.156 | American Mercury sir k 6 1573 S68 
Elks . 6.5 2 780 6.7 2.882 | Atlantic Monthly 1.9 3,704 22.6 
Esquire (N. Y. Metro. Kd.) 62.1 11 2 vt 17..21 | Harpers Magazine 2001 1,776 26 
Esquire (National) 44 SH,ONE 61.4 41,27 
*iixtension . Oe | 6.204 8.2 O83 Total Group 10,145 
Film Fun 4 e,ee0 5.9 2,015 OUTDOOR 
Fortune 110.6 64 S08 fou 7,433 |) American Rifleman . i.e 4,005 23.4 
Front Page Detective 7.0 020 re 071) Field & Stream 38.1 16,326 15.0 
Golf (May) 30.2 12,970 17 7.412 | Fur-Fish-Game : 18.1 7,766 1s 
*(irade Teachet The 13.8 000 14.2 6,262 Hunting & Fishing 16.3 6,90 18.9 
House Beautiful 34.4 21,747 33.6 21,216 | National Sportsman 20.7 S00 22.1 
Hlouse & Garden $1.2 26,020 34. 21,SS¢ Nature 5.3 2.6098 
*Improvement Era 14.5 6,: 13.1 650 Outdoor Life 35.7 15,326 ws 
Instructor 11.1 7 15 10,479 | Outdoors 13.7 DS64 5.1 
Mechanix Illustrated 1.1 S00] 4.) 6.557 | Outdoorsman 13.8 5,018 14 
*Motor Boating boo 2,920 fal S348 | Sports Afield 20.0 12,436 $s 
National Gieoxraphic 28.33 6,72¢ 29 4,12 
Nation's Busine 14.8 21,385 1d 21,932 Total Group YO S67 
**Nature Magazine 2 Z2,2e1 6.6 2,818 VAIL ORDER 
Open Road for Boy Lee | 145 14.2 6,079 | Comfort ; 3.0 2,029 
Physical Culture S.1 3.404 11.5 1852 | Moose 3.M 1,670 7.4 
Popular Mechanic 72.4 16,216 72.4 16,225 | Mother's Home Life 20 1,400 2 
*Popular Publication 12.8 2 S60 12.5 2,79 
Popular Sciences mo LL.S67 2.8 11,824 Total Group 5,000 
Redbook 1.0) 14,50 16.1 19,792 WA} WHRERLIES 
Scientifie American 12 Sb 12.4 21 *American Weekly 27,9 53,215 27. 
*Secret 7.0 SS ve 2,520 | xBusiness Week IS5.0 79,379 126.8 
*Street & Smith Comb us 2,201 11.1 2.005 | xCollier's 12.2 144,297 162.4 
Sunset sto 13,281 4 12,271 | xCuse R2 5,311 S204 
*The Thrillin (iroup 1s ee l 128 | +Family Cirele 25 0 36.462 67.4 
Town & Country 7 ww 01 28,U87 | Forbe 27.6 11,852 34.7 
Travel . " ri 1790 | Grit Lo.4 L4,754 17 
True Detective i. 4 HS 2 XLibert S64 ST.OS6 ‘1 
*VYauchting 4 ie O74 Life v4 181,882 241 
Look 31.3 21,273 { 
Total Group H27.41 HHL V2 XMovie & Radio Ciuide 12.4 S,450 11.4 
WOMEN'S MAGAZINES Newsweek 150.1 64.388 1161 
(ilamour o 14.0 1 ‘ rh xNew Yorker 241.8 leo. 4o 
Ciood Housekeeping Sti l 111.4 17 Su The New York Time 
Harper Pawan TET 1 a Magazine 124.0 MOOT 1160 
Hlollane 12.4 ‘ 13 10,2405 | DP bc 6 1.742 { 
Hl Wwe 1 «k) 4 1,446 27.0 P1Loot XSaturdayv lve itige Post on 5 224. 067 \ ' 
Home Art ( ft..No issu 111 | *Scholast v4 S618 17 . 
blow | | 20 } Is 12,7450 Mhi Weel ) 56.544 
Junior Lea 14.1 RSH ” Hd Tinne 257.3 110.544 
Ladi Hlon | ra 7 Ho i "4 United State New The 67.4 28,899 
Nladlet ise \1 1734 ‘.¢ S17 
Miet'al ‘ } ' O70 berycnen tt (Froap Total 1257.0 
Minder? | ! (M Al) j bOeld aL 12,4 
Modern Ser MI Mo) ' 14.4 ’ l ) i i! provided by publisher 
Mati | ‘| ! 4 ime. ! ¢ ‘ 14 tll other { 
Movie St it ne 12,86 \ Ht i us 1940 all others 4 
Pare ( Viet heal) } ' 1,42 | 4 ‘t4 ** June July combined 
| re? ( ive ) tHe l 4 1.14 (it 1p desi it ! \l \I \l ler Mii Zitve 
Photoplay & Movie Mirror Mactadden Women (Group. Kay t Wan 
(Mie) rr Oo. 162 r1.4 l wes Screenland Unit 


May Weeklies Up, 
Other Magazines 
Mixed for June 


Chicago, June 12.—Mixed trends 
in magazine linage continued to be 
in evidence during June, an 
information supplied by 
Publishers Information Bureau, 
plus that gathered direct by ApDvER- 


analy- 


SIS of 


TISING AGE, indicates. Small gains 
and losses predominated among 
monthlies, while weeklies, report- 
ing May linage, showed a healthy 
gain. 


General magazines showed a loss 
of 5.2 per cent for the month; 
women’s magazines came out with 
a fractional gain of 0.6 per cent for 
June; and the so-called standard 
magazines, as a group, showed a 

23.9 per cent. Outdoor 
were down 10.7 per cent, 
and mail order journals were off 
29.7 per cent 

The weeklies, with an increase of 
14 per cent in May last year, 
continued to pace the field 


loss” of 
papers 


Ovel 


Colgate Realigns 
Advertising Department 


Colgate - Palmolive - Peet Com- 
pany, Jersey City, has appointed 
George MacGregor, formerly of 
Young & Rubicam and Ruthrauff & 
Ryan, and more recently with 
Compton Advertising, New York, as 
advertising manager handling Col- 
gate dental cream, Cashmere Bou- 
quet soap and toilet preparations, 
and Vel 

Savington Crampton, formerly of 
William Esty & Co., recently was 
named advertising manager in 
charge of Super Suds, Colgate tooth 
powder, shave cream and brushless, 
Crystal White soap and Halo soap- 


less shampoo. Robert E. Healy 
continues as advertising manager 
in charge of Palmolive soap and 


shaving cream, 
ucts, 
trice 


Octagon soap prod- 


Klek Cue liquid denti- 


and 


Githens Leaves “Liberty” 

Perry Githens, formerly publicit 
manager of Liberty, has | ne 
to set up his own business, al- 
izing in Institutional campaigns 
He has been succeeded by Arthu 
M. Sherrill, former publi 
Liberty in Canada. 


Safe Deposit 
Companies Told 
to Advertise 


Buffalo, N. Y., June 10. Safe 
deposit companies were urged to 
describe the benefits of box owner- 
ship “through consistent and well- 


To Lorenzen & Thompson 


planned newspaper advertising” at , ee a _ = 
, svrenzen & 10OMpso »w «YO! 
the annual convention of the Na- mpson, Ney i 
: as national representative. 
tional Safe Deposit Association 
here. 


Robert J. Izant, vice-president of 
the Central National Bank of Cleve- 
land, told convention delegates “an 
X-ray of the safe deposit boxes of 
the nation would disclose that im- 
portant documents are under lock 
and key—protected against thieves. 

“An X-ray of the hiding places 
in homes and elsewhere, however, 
would disclose disorder and confu- 
sion in the keeping of valuables 
This opens an opportunity for safe 
deposit companies to the 
benefits of box ownership through 
consistent newspaper advertising.” 


with 


THE HOTEL MONTHLY 


Vember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


—— 


™ 


describe 


~y FOR p 


Gillespie Adds Duties 


William C. Gillespie, vice-presi- 
dent and general manager of KTUL. 
Tulsa, has been appointed manag- 
ing director of both Griffin stations, y ° 6 . 
KOMA, Oklahoma City. and KTUL, We originate at ( 


following the resignation of Neal produce custo 

Barrett No changes have been ; 2 F 

made in the personnel at KTUL built radio prod ; 

Jack Howell, commercial manager tions one min! h 

it KOMA, will continue in that post y 

and also assist Mr. Gillespie at to one hour tr: 

KOMA scribed or live ts - a 
ent--every one 


Would End Trade Barriers 


Senator Joseph A. Baldwin's anti- 
trade barrier bill has been passed your product an 
by the Michigan house and now 
awaits the governor's signature. The 


sales. 
bill establishes a 15-member com- 


mission to assist in a program of \ 
cooperation between Michigan and Ye COV ERT 4 7, 


oO her STi Ss an » fede < POV- 
ther states, and the federal gov 360 N. MICHIGAN AVE. CHIGAGO 


I l IK A yea red $ 


ernment. 
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ADVERTISING AGE 


Cldvertisi 
Market Place 


——————— —_— 
The rates for this department are as follows: 
‘Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ano 
Hepresentatives Available,” 30 cents a line, minimum charge $1 Term: 
cash with order 


All other classifications (single insertion rates): 


$4.76 per ineh 


% in., $2.75; 1 to 8 In 


POSTTIONS WANTED 
(opywriter—32. Increased sales varied 
es mdse. for last employer Sound 


nker Chro Moh. 6739 
box 3893, ADVERTISING AGE, Chgeo 
America’s youngest international im- 
presaria prefers Chicago connection 
th talent, publicity or radio dept 
yrs. exp. programs in Paris, N. ¥ 
( Hollywood, Chicago 
box 3395, ADVERTISING AGE, Cheo 


Individual, many years advertising 
P ney experience in production and 
: Good reasons justify change 


vert correspondent, typist eneral 

Wledge office routine Bevond draft 
Highest references J. C. Lane 
P. O. Box 823, Tulsa, Okla 


Cireulation Clerk, Female, A’. B.C, 


Poblication Experienced and capable 
‘ suming full responsibility 
| i391, ADVERTISING AGE, Chgo 


BLSINESS SERVICE 
Mr. Sales Manager! 
me show 


you how te help vour 
men produce more through a per 
lized house-organ You serve as 
" ldo the work Mdward Kdel 
n, 201 N. Wells St Dea. S557 
HELP WANTED 
Advertising Sales and Promotion 
\| iger for specialized business pa 
| ong established brut chang 
t and editerial appr ol Ml t 
record of Wee tul ehi 
have enthusiasn etter writ t 
promotion ability Attractive 
\ New York Cit ons a bt R 
Haire Publishing Co 1170 Bromdway 


York 
Representative has 
t vith advert i ra ‘ ! 

ne New York photo organization 

publicity and advertising work 
«3 complete quoalifie¢ations 


ADVERTISING AGE, N.Y 


ing excell, connec- 
! tue ! | 


! ! 


HELP WANTED 

Positions Open 
We specialize in advertising person- 
nel, male and female Positions now 
available with advertisers, agencies 


and publishers Transactions confti- 
dential No registration fee 
FRED MASTERSON 
Sinclair-Masterseon Personnel 
Room 1528, 120 8, LaSalle St.. Chieage 


REPRESENTATIVE: AV ATL ABLE 


Liaperienced Ce bs yrs.) publication 
representative now handling one 


ABC-ABP publication Midwest—east 
‘ Pennsyvivania—desires one vdadi 
tional audited publication to sell on 
straight commission Age 3%, college 
graduate married, good refere es 
including present connection tnd eX 
cellent performance record 

Box 3392, ADVERTISING AGE, Cheo 


Can efficiently handle and produce tor 


one additional trade or class publica 
tion Widely acquainted in Mid-West 
Box 3360, ADVERTISING AGE, Chee 


MISCELLANEOUS 
SALESVMEN'S PORTEOLIOS 


broadsides, direct mail, booklets skill 


fully & economically produced Un 
usual ability proved in work done for 
bie Chicage tirms (Copy, laveout 
PRE LANCKH or PART TIME 
Ox 2304, ADVERTISING AGH, Che: 
VORLD FAMOLS FIRMS LSE 
Dairdset ad for ) year It Pay 
Dav and night ervice clean proof 
fiust {Ua tits produetiot ive vi 
‘ Ad pull 245°) better 
PATRED adsetters, 1S bk. Kinzie, 


WHE 8347 Chee. 

A GOooD GADGEHT LETTER will keep 
ut etter nh top oof the desk with 
one chances of doing bu 1} 

Wiastebasket letter ennnot talk 

Write for iHlustrated circular, 
A. Mitehell, BR. 215. 326 NN. WMiehigan 
Ave. Chee, 


Orlando, Fla. 
2 & - Se 


q One of the — 


Towns 


Pct. Population Increase 
100 Pet. Circulation Increase 


The Sentinel-Star 
—THEIS G SIMPSON 
Lexington Ave., N. Y. 


wlING PLATES OF STERLINg 
g 


TERLING . 


~A 
RAVING COMRYS 


* NEW YORK « 


PHOTO-ENGRAVING in color process 


FOR Pp, 
ai’ 


% 


black and white, Ben Day, line. 
WET PROOFING on Four Clay bourn 
avtomatic 4-color proofing presses. 


304 E. 45th Street, New York. N.Y. 
P ones: MI rray Hill 4-0715 to 0726 


McCann-Erickson 
Asks Dismissal of 
Radio Script Suit 


New York, June 11 MecCann- 
Erickson entered a general denial 
this week in answer to the $10,000 


suit brought against the agency by 
Marie Sullivan, writer, moved 
for dismissal with the 
plaintiff. The suit over the prepara- 
tion of a program and _ its 
presentation to several national ad- 
Federal Court, 
transferred the 


and 
costs to 


radio 
vertisers, Is 


now in 


having been from 


New York Supreme Court 

In its reply, MeCann-Erickson 
stated that last fall Miss Sullivan 
submitted a radio program, having 


an aviation background and incor- 
porating a prize contest, for presen- 
tation to the William Wrigley, Jr., 
Company, Chicago. An agreement 
was reached whereby Miss Sullivan 
would receive $500 weekly if the 
program was accepted by Wrigley 
or any other company. In the event 
of rejection, however, the agency 
was not to be obligated in any way. 


Offered to Pepsi-Cola 


The Wrigley Company turned 
down the program with the ex- 


planation that its expenditures for 
radio advertising were already too 
high, adding that unde: 
would it be interested in a 
radio program involving prize con- 
test McCann-Erickson 
ranged an interview so 
Sullivan might submit he 
to the Pepsi-Cola 
interviewed the 
vertising manager of 
company, the denial 
nothing came of it 


no circum- 
stances 


then ar- 
that Mis 
program 
She 


ad- 


Company 
president 

the beverage 
continues, but 


and 


On Feb. 6, 1941, she requested 
the agency to submit the program 
to Standard Oil Company of New 
Jersey, one of its clients The 


agency began preparation of a 
presentation for Jersey Standard, 
but before its completion Miss Sul- 
demanded the outline of the 
program and other material be re- 
turned to het This 
complied with, according to Mc- 
Cann-Erickson, and a damage suit 
against the agency for alleged serv- 
ices and payments followed 


ivan 


request was 


Andrew Connolly, P&G Completes 


Pittsburgh Ad 
Man, Succumbs 


Pittsburgh, June 9.—Andrew Con- 
nolly, 55, nationally known in the 
field of department store advertis- 
ing and director of sales promotion 
and advertising for the Joseph 
Horne Company, Pittsburgh depart- 
ment store, died unexpectedly June 
6 of a heart attack after he was 
thought to be recovering from a 


recent operation. He was buried 
today. 

A lifelong resident of Pittsburgh, 
Mr. Connolly entered the employ 


of the Joseph Horne Company in 
1912 as a copy writer in the adver- 
tising department, rising from the 
ranks to become the head of the 
department. 

He was a director and former 
chairman of the promotion 
division, National Retail Dry Goods 
Association, and was one of the 
most active members and a_ past 
president of the Pittsburgh Adver- 
tising Club, and a past chairman 
of the publicity committee of the 
Associated Merchandising Corpora- 
tion of the United States. 


sales 


WALTER L. THOMAS 


Hanson, Mass., June 9. 
L. Thomas, 65, former advertising 
manager of the Telegram and the 
Evening Gazette, Worcester, and a 
prominent newspaperman in_ the 


Walter 


advertising field in New England 
for nearly 50 years, died recently 
at his home after a two months’ 
illness 


ALLMOND McK. GRIGGS 


Portsmouth, Va., June 9.—All- 
mond McKay Griggs, 65, former 
owner and publisher of the Ports- 
mouth Star, died June 3 in a Nor- 
folk hospital 
MARGARET H. ROCKHILL 

Cincinnati, June 9 Mrs. Mar- 


garet Hackedorn Rockhill, founder, 
publisher and editor of the Women’s 
Medical Journal, national publica- 
tion for women physicians, died 
June 7 after a brief illness 

In addition to her work with the 
Journal, she was instrumental in 
the founding of the International 


Women’s 


ganized in 


Medical Association, or- 
America in 1919 She 

publicity counsel for the 

Federation of Women’s Club 


also was 


Ohio 


WALTER T. HOLMES 
Hamilton, Ont., June 11. 
T. Holme recently elected 
dent of the Advertising and 
Club of Hamilton, was buried 

today 


Walter 
presi- 
Sale 

here 


JUSTICE B. McNATT 


Dayton, O., June 9.—Justice B. 


McNatt, 40, account executive with 
the Ralf Kircher Company, died 
June 6. His entire business caree1 
had been spent in advertising. He 


formerly own adver- 
in Anderson, Ind., and 


came to Dayton in 1939 


Adcraft Club Aids 


Drive for Service Clubs 


The Adcraft Club of Detroit ha 
named an advertising-publicity 
committee from its membership to 
assist in the United Service Organ- 
izations’ $450,000 campaign 

The USO will operate the club 
which the government will build for 
men in training and defense produc- 
t Frank J. Denney, ac- 


operated his 
tising agency 


LIOn areas 


count executive at MacManus, John 
& Adams, Inc., is chairman of the 
USO committee 


Radio Schedule; 
Launch New Show 


New York, June 11.—With the 
renewal of three quarter-hour 
serials effective July 1, Procter & 
Gamble Company this week 
pleted its schedule for the coming 
year on the Red network of the Na- 
tional Broadcasting Company. Last 
week P&G renewed the remaining 
eight of the 11 serials sponsored on 
the Red network 

Considerable speculation as to 
the company’s radio advertising 
policy was aroused in March when 
P&G slashed its total network time 
from 341%» to 29 hours weekly. Four 
daily quarter-hours, the total P&G 
schedule on the NBC Blue network, 
were withdrawn, along with a half- 
hour weekly on the Red. The eight 


com- 


hours weekly on the Columbia 
Broadcasting System were not af- 
fected 

Current renewals are for “Road 


of Life.’ aired at 10:45 a. m. over 
13. stations, and “Ma Perkins” at 
3:15 p. m. over 71 stations, both in 


behalf of Oxydol; and “Lone Jour- 


ney” at 11:30 a. m. over 31 stations, 
for Dreft. Blackett-Sample-Hum- 
mert is the agency 


Returns to Air 


Standard Oil of Indiana will re- 
turn to radio advertising with a 
new program, “Auction Quiz,” be- 
ginning July 18. The quiz show to 
be launched June 20 will be aired 
over 49 tation of the NBC Blue 


network Friday from 


McCann 


8 to 8:30 p. n 
Erickson the agency 


Holland Furnace Show 


Holland Furnace Company will 
take over the half-hour weekly on 
the NBC Red network vacated by 
General Food Corporation — for 
even weeks beginning July 17. At 
the conclusion of a summer vaca- 
tion, the General Foods Maxwell 
House coffee program will return 
to the same spot Thursday from 8 
to 8:30 p.m. Holland Furnace will 
ponsor a variety progran using 
name star with the name of the 
show and the number of station 
not yet determined. Ruthraulff & 
Ryan is the agency 


Jergens Replaces 
Andrew 


replace two 
aired on the NBC 
Wednesday from & 
with a half-hou how 
“Adventures of the Thin 
2. The new 
for Woodbury face cream and pow- 
der will be aired on 66) stations 
Lennen & Mitchell is 


Jergens Company will 


hour erial 
Red network 
to 8:30 p. m 

entitled 
Man,” be- 


program 


quarter 


ginning July 


the agency 


Gets Kaltenborn 
Albers Bro Milling Company 
will sponsor H. V. Kaltenborn over 


14 Western stations 
network, beginning 
commentator, who | 
the East by Pure Oil Company, | 
heard Tuesday, Thursday and Sat- 
urday from 7:45 Erwin, 
Wasey & Co. | agency 


of the NBC Red 
July 1 The 


pon ored nh 


to & p. m 


the Albe) 


Ithaca Host to Weeklies 


The annual Newspaper Institute 
for weekly editors and publishe 
of New York state will be held Oct 
3-4 at Cornell University, Ithaca, 
N. Y 


To Marshall Field 


William L. Harri former. art 
director of You, has taken over the 
duties of advertising art director 
for Marshall Field & Co., Chicago 


_ When YouhMeed- 


“IDEAS *ILLUSTRATIONS 
“LAYOUTS “LETTERING 


Induct New Chapter of 
Marketing Association 


A new 
Marketing 
formally 


chapter of the American 
Association has been 
inducted at Cleveland by 
Frank Coutant, vice - president of 
Pedlar and Ryan, New York 
Officers are Donald R. G. Cowan, 


Republic Steel Corporation, presi- 
dent; R. E. Gunn, Iron Fireman 
Mfg. Company, vice-president; C. 


H McGregor, 
University, secretary; 
Whipple Green, treasure: 
chapter is to be known as 
Northeastern Ohio chapte 


Western Reserve 
Howard 
The 
the 


PHOTO MURALS 
COUNTER DISPLAYS 
LECTURES 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
e@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. .. CLEVELAND 


PRINTING 


use ONE 61 ALL 
just as YOU desire 


... but all are here ready to 


serve you. Speed, economy 
nd satistacti ilwa i ] 
V FAITHORI | 
No jol ver put 
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There charge { this 
tra interest. It is part ul 
reed, The payment for it comes 
through the enthusiasm of cus 
ton who know they have 
found a « n that under 


stands the real meaning of 
SERVICE. We ar to help 
you... Let’s get together! 


hie re 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw 
ings 


through every step of production. 


SALIVD B, 


Leona 


Write or Phone for 


One of Our Representatives 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 


$504 SHERMAN STREET 
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ADVERTISING AGE 


Sales Ingenuity 
Paying Dividends 
at Chicago Mart 


(Continued from Page 1) 
about 


also is 


concerned deliveries. The 
trend reflected in an aver- 
age increase in prices of about 10 
per cent. 
Began Four Years Ago 

The saga of the 
and its venture 
movement begins 
ago, which isn’t long considering 
the fact that the Winner House 
has been in business 40 years. A 
sound business in children’s jackets, 


Winner House 
into the safety 


only four years 


trousers, shirts, sweaters and over- | 


alls has been developed in those 
four decades but the fact that May 
business is 62 per cent ahead of 
May a year ago is a spurt which 
reflects more than sound business 
and the company is inclined to 
believe that the safety legion cam- 
paign is a large part of the answer. 

The Safety Legion goes back a 
few years when Herman A. Daake 
of Rochester, Ind., was profoundly 
horrified by the tragedy of a train 
hitting a school bus. He began 
devoting his spare time to preach- 
ing safety on the part of children. 
He organized the Safety Legion of 
America. Four years ago he granted 
a license to the Winner House to 


To help 
newspapers 


SELL MORE 
LOCAL LINAGE 


There 18 something new under | 
the sun. It’s the Oren Arbo- 
gust PLAN. In the columns 
of your newspaper over your 
newspaper's signature... . it 


a 


, teaches merchants the five 
fundamentals that automati- 
' cally make them newspaper 


advertisers . 


... if they know 
» and believe 


those five funda- 
mentals. It is the product of 
men matured in local news- 
paper advertising. Many great, 
and famed, and conservative 
newspapers are using it. They 
say our work is incomparable; 
results unbelievable. Under 
competitive conditions ... . 
another newspaper. shoppers’ 
news. radio... . it provides 
superb sales assistance. Ask 
for our big red brochure. 


OREN ARBOGUST | 
ADVERTISING 

Thirty N. Michigan Ave, 

CHICAGO 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


help promote the safety idea among 
children in the sale of its garments. 

It works like this. A child buy- 
ing a Winner garment also receives 
a membership book which outlines 
ithe 10 safety goals of the Legion, 
the system of awards, methods of 
promotion in the Legion and a 


pledge card which is sent to “Uncle | 


| Safety” at Berne, Ind., in return 
|for which are provided such mem- 
|bership supplies as a membership 
lcertificate and other’ materials 
which a child can treasure. There 
is a medal on which are three fig- 
ures urging the child to “stop to 
think, look to see and listen to hear 

for safety.” There is the “Song 
of the Legioneer” which begins 
“I’ve joined the Safety Legioneers, 
My emblem you have seen, etc.” 
There is “The Safety Legion Pilot,” 
a magazine issued four or five times 
a year and distributed by dealers. 

One of the potent parts of the 
|promotion is a sustaining program 
over Station WGN, Chicago, 15 
minutes a day from Monday to Fri- 
day at 5:30 p. m. and a 
on Saturday at 12:30 p. m. 
program consists of Uncle Harry 
and Aunt Agnes who preach the 
|gospel of safety for children, 
nounce birthdays, etc. On Satur- 
days they reap the harvest of mis- 


The 


|sionary work done in schools by 
using young school talent on the 
| half-hour program. Uncle Harry 


and Aunt Agnes are on the Winner 
| House payroll and such promotion 
| as is given the Safety Legion move- 
|ment also is regarded as part and 
parcel of the Winner sales promo- 
| tion program. 

| There are still more tools in this 
| marketing toolbox, points out W. F. 
Schanauer, Chicago manager. He 
points to a booklet for parents 
| which instructs them on how to 
linculeate principles of safety in 
| children. There are Safety Legion 
school tablets which merchants dis- 
|tribute. There are counter cards. 
| There are letters to parents and to 


half hour | 


an- | 


|prospects and there are large 
'plaques for groups of youngsters 
|\forming safety clubs. All of this 
promotion machinery operates 
lunder the guiding hand of C. T. 
Habegger, son of the founder of | 
| Winner House. 


Starts With Sale 

| The search for the Kaynee Quiz 
|Kids starts down the promotional 
trail when a Kaynee garment is 
sold. Attached to each garment is 
a little booklet with an entry blank 
which also must carry the name of 
| the store at which the garment was 


bought and the signature of the 
sales clerk. The entry blank is 
jattached to an essay of 50 words 


lor less on “Why I Want to Be a 
Quiz Kid.” Joe Kelley, announcer 
for the Quiz Kids of radio fame, 
land the kids themselves will judge 
the essays for prize winners in the 
Kaynee contest, said C. O. Hull, 
Chicago manager. 

| The major prize for the Kaynee 
| Quiz Kid will be a trip to Chicage 
'with a parent, a $100 U. S. bond, 
an appearance on the Quiz Kid 
| broadcast, and, if the winner lives 
in Chicago or vicinity, an additional 
award of $250 in cash in lieu of a 
trip. 
third prize a portable radio, and 500 
gold finished quiz kid keys will be 
awarded as well as 250 flashlights. 
The clerk who sold the Kaynee gar- 


ment to the first prize winner will 
receive $100, to the second prize 


winner will go $50, and to the third, 
$25. A child may send in as many 
essays as there are entry blanks 
Kaynee is assisting the program 
with counter cards, newspaper mats 
and radio scripts for local use. 
Mr. Karash, the advertising man- 
ager who developed the Hugger cap 
display piece for Portis Bros. Hat 
Company, enlisted the faces of 
Hollywood child characters to add 
punch to his idea. When the square 
piece of cardboard is rolled so the 
jeap can fit over the shirred top, 
the face beams out colorfully from 
under the cap with happy satisfac- 
tion. A partially cut-out card be- 
neath the face identifies the product 
and gives its price of one dollar. 


To Moore & Hamm 


Chemical Research Products Com- 
pany, Roselle Park, N. J., has ap- 
pointed Moore & Hamm, Inc., 
its 


New 
York, to handle advertising. 


Second prize will be a bicycle, | 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
23-Week 23-Week 23-Week or Loss’ or Loss 
Peried Period Period 1939 1940 Week Week 
IKended Ended Ended over over Ended Ended 
June 10, 1939 June %, 1940 June 7, 1941 1941 1941 June $,1940 June 7, 1941 
Akron, ©). 4 1,469,065 $1,510,992 4,541,457 + 1.6 3 190,946 
Albany, N. Y.. 4,497,409 3,642,812 3,801,394 15.5 1.4 151,062 
Atlanta, Ga 7,535,670 6,800,832 7,167,809 1. 4 2SU,842 
| Baltimore, Md % 801,426 10,086,937 10,786,326 10.0 6.9 09,432 
Birmingham, Ala TATA 6,306,376 6,708,582 17.4 6.4 287.042 
Boston, Mass 8,716,217 “S,408,808 8,602,800. 0.7 £+2.9 99,215 
Bridgeport Conn 12S0.S60 $524,856 1,798,604 12.1 6.0 09,972 
Buffalo, N. Y 7,207,116 6,574,203 7 5,817 0.1 9.8 303,596 
Camden, N. J 1,812,565 2,447,496 72 29.8 3.9 99,276 108,711 
Cedar Rapids, la 2.180.834 2.158.646 2,193,520 0.6 1.6 98 602 G8.616 
Charleston, W. Va 1,667,292 "4,527,201 4,844,084 3.8 +7.0 184,625 187,84 
Chicago, 1 13,721,223 13,112,389 13,442,066 2.0 2.5 690,742 681,31 
Cincinnati, © 7,205,609 7,538,542 7,785,469 8.0 3.4 338,265 I87,17 
Cleveland ‘> 7,900,837 8,265,960 S544 34 S.1 +3. 4 391.125 S68 260 
Columbus, © 930,162 6, 276 6,070,025 2.4 LO4 256,529 270,517 
Dallas, Tex. .... 0,446,881 (742 9,111,143 3.6 ae 374,992 100,218 
Davenport, la 1,169,889 3,569 4,391,282 5.3 + 1.8 191,772 IS7,418 
Dayton, © . 6,174,256 210 6,837,503 10.7 + 8.1 8H B58 326,396 
Denver, Colo 4,133,705 654 3,953,597 1.4 5.2 243,168 255,191 
Des Moines, la SOLS, 201 3,064,392 2 885,206 1.4 7) 154,969 146.90 
Detroit. Mich. HV o02 361 9.289.044 ~ 10. 28.N18 — ~ +12 " aL) 38,637 $51 008 
Kl Paso, Tex 1,659,750 1,906,699 216,27 11.9 6.3 193,697 211,531 
lorie Pa 4,261,320 1,136,804 4,198,292 1.5 | er) 185,738 183,708 
Evansville Ind 435,514 5,381,438 », 822,092 + 7.1 9.2 225,104 272,314 
Fall River, Mass 1,499.53 1,544,904 1,664,518 11.0 Be 76,773 75,158 
Flint, Mich $147,002 3,990,926 —_ £0.7 5.7 187.530 IN4d_800 
Fort Wayne, Ind 1,750,772 4,914,704 t 3.5 240,527 240,163 
i@ary, Ind 2,557,499 2,810,549 12.9 2.7 156,003 LTY S76 
| Grand Rapids, Mich 124,388 4,005,341 1] 7.1 199,864 195,300 
(jreenville a % ZSSS,61% 214,159 18.2 + 6.1 145,054 148,708 
Houston, Tex 7,561,162 8,376,100 + 14.2 3.1 $26,062 $55,966 
Huntington, W. Va 76,032 5,693,542 + 17.0 3.8 151,053 167,17¢ 
| Indianapolis, Ind 7,270,142 7,855,431 +14.7 6.2 350,954 tOS.656 
Jacksonville, Fla 1.040.876 185,024 + 12.8 + 4.0 169,848 211,022 
Jersey City N J 1.008.107 ISH 248 a 3.2 $5,200 $208 
Kansas City Kan 1,152,760 1,397,361 S.4 10.6 71.288 88.767 
Knoxville Tenn 1.770, 034 1,702,508 + 0.2 197,932 200,044 
Little Rock, Ark L048 538 4,152,808 +11 2 179,018 209,192 
Lo Angeles Cal 11,241 } 11,144,068 he 1.7 477,882 $59,709 
Louisville K \ 6,451,076 6,501,953 6.7 8 99,973 331.924 
Lynn, Mas 787,350 803,274 H811,5382 13.8 10.7 201,908 212,17 
Manchester N H 1,714,360 1,642,640 1,620,135 ” 1.4 72,602 67,382 
Memphis, Tenn 278,084 6,004,152 oO, SON 13.6 0.1 276,612 90,430 
Miami Fla 6,597,941 7,366,163 7,019,359 6.4 1.7 200,984 217,588 
Milwaukee Wis 6,449,183 7,135,211 7,656,114 18.7 + 7.3 S300 389 sf 157 
Minneapolis, Minn 6,461,780 - 0,932 5,164,514 20.1 7.0 257,889 196,690 
Moline-Rock Island, Ill 3,729,086 4,103,062 &.2 0 193,620 172,04 
‘Nassau County, L. I 1,243,656 1,691,592 36.0 63.1 0,248 S1,40 
New Bedford, Mass , 1,388,002 1,672,719 0.5 11.8 82,446 82,222 
New Haven, Conn 4,113 0 4,488,836 1 5.0 192,108 203,12¢ 
New Orleans, La . 8,652,275 8,976,704 — 8 0.9 301,144 O8.349 
New York, N. Y 27,029,913 26,683,112 1.3 + 0.6 1,250,272 1,212,332 
Brooklyn, N.Y 1,851,264 1,661,877 10.2 1.3 66,248 T4,317 
Norfolk Va 4,252,598 1,747,444 11.6 8.8 208,754 O08. 684 
Oakland Cal 3.529.420 LOGS OSS 16.1 3.7 172.216 10 1‘ 
Oklahoma City, Okla 4,258,226 3 9.9 9.1 148,036 163 06 
Omaha Neb 2 HHOS,119 2 ‘.3 o.9 125,493 l 61 
Peoria Ill 1.935.441 ’ 14.1 5.8 206,016 04,020 
Philadelphia, Pa 12,506,377 13, 0.0 6.0 604,311 623,120 
Phoenix Ariz 3,285,912 ' 22.1 Ss 140,742 177.018 
} Pittsburgh, Pa +,223,144 LO,050, 562 0 + 2.9 196,086 $91,834 
Portland, Ore 16,60 1906 800 rele ¥4 1.7 16.2 221,704 268,51 
Providence, R. I 1,502,566 408,092 $15,157 1. LO 140,145 236,16 
Reading la 4.480.909 4.723.824 $866,530 S86 0 198.240 190 
Richmond, Va 841,306 691,420 G815,862 " 1.3 277,354 262 
Rochester N \ 6,864,641 7,018 Hu 7,172,844 to 2.2 206 2 SO.77 
Rockford 111 133,640 787 2 $4,101,664 1% s.3 167,888 159.62 
Sacramento, Cal 746,050 164,388 $24,094 2.1 10.4 152,712 87,2 
Sar Antonic rex 244,066 O9,159 SOT S90 17.2 14.9 125,87 17 
San Die Cal 694,239 1.633.468 $58,082 1.5 17.4 222,376 250,16 
Seattle Wash 115,052 SS, 15¢ 62,524 6.S 1.4 2 138 2Su,f 
South Bend, Ind 2,453,640 I87,21 2,681,692 ’ + 12.3 109,664 132 
Spokane Wasl 2.991.674 2 526,684 2,805,282 4 “8 125,636 | 1 
St. Louis, Mo 8,247,2 8,365,345 8,172,330 0.9 2.3 $10,970 146i 
St Paul, Minn 1.726.280 1.859.692 1.696.266 4 { 214.840 997 
Syracuse, N.Y 156,661 283,441 1,658,182 14 11.9 166,21 197 
Tacoma Wash 2,780,764 2.947.514 66,724 10 1.0) 128,842 151.4 
rampa Fla 2,970,142 3,781,862 OT7,.S04 25.8 2.0 166,012 194.2 
Foronto, Ont., Car 7,504,220 7,105,849 7,547,933 0.6 6.2 295,287 311.4 
rroy N y 1.915.146 1.924.202 9 OF77854 s SO S46 4 
Tulsa, Okla 1,021,906 4,267,368 1,456,934 10.8 i4 168,392 1" 1 
Washingtor I) ¢ 14.144.450 115.401.6323 16.049 364 1 + 4.9 ret S4 R28 
Youngstown, © 3,338,923 3,713,474 $4,912 +7 179,697 20 
Total $49,461,488 $53,616,661 472,437,285 1 L 4.1 20,744,660 22,058,237 
1 Atlanta Georgian and Sunday American ceased 6 Commercial Appeal published 328-page t* 
publication Dex 17. 1939 issue Jan l 1940, containing 428,848 li 
Chicago Herald & Exam. discontinued Aug. 28, 1939 vertising 
Minneapolis Star and Journal merged Aug. 1, 1939 7 Syracuse Journal published 100th Annis 
i Newsday launched Sept 1940 tion March 20, 193 ntaining 216,02 ! 
San Diego Sun suspended publication Nov. 2 193% vertising 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


June 16, 194 


Illinois Taxes Cigarets 

A state tax of two cents per pack- 
age on cigarets will go into effect in 
Iilinois July 1. 
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ADVERTISING AGE 


Roundup of Advertising Promotions in the Test Stage 


TESTS APPEAL 


In 10 SECONDS 


BAKER IMPORTING CO 


Mareape + 


An appeal to "Make your coffee right in 
the cup" is being tested by Baker Im- 
porting Company and plans call for its 
extension. H. B. LeQuatte is the agency. 


TEST NEW APPEAL FOR 
BARRINGTON HALL COFFEE 

New York, June 10.—In a cam- 
paign in the Binghamton Press, 
Baker 
ing a new appeal, “Make 
coffee right in the cup!” for Bar- 
rington Hall prepared coffee. Copy 
describes the ease with which a cup 
of coffee can be made “in 10 sec- 
ond 

“No coffee pot. No messy grounds. 
No waiting. 


your 


Just put Barrington | 


Importing Company is test- | 


Hall coffee in the cup and add hot | 


water! Quick. Easy. And always 
exactly as each person likes it be- 
cause individually made.” 

D insertions range from 
to 402 lines. The appeal was tested 
first in the Utica Observer-Dispatch 
from March 6 to May 31 and will 


ily 


60 | 


continue in the Binghamton Press | 


until August 25, after which the 
test will be extended elsewhere. 
H. B. LeQuatte is the agency. 


INSTITUTE TRIES NEW 
CASE HISTORY COPY 


(Picture on Page 1) 


New York, June 10.—Experimen- | 


tation with a new copy appeal will 
mark the Institute of Life Insur- 
ance newspaper campaign during 
the summer months, it was learned 
today. The institutional effort, in- 
volving an estimated annual cost of 
$300,000, has heretofore featured an 
editorial style column of comment 
signed by Holgar S. Johnson, presi- 
lent 


be gauged on a “case history” tech- 


nique. 
Typical of the copy which will 
ilternate with the Johnson columns | 


an insertion headed, “$2,000 
Changed a Life, Decided a Career.” 
The 
ton of a young farmer and his 
vife in the 1890’s to provide a “bet- 
ter life’ for their baby son. The 
'y Was an orphan at four, but the 
‘oresight of his parents enabled him 
‘0 go through college. 
of the most 
nol 
Institutional Advertisement” which 
ll appear above each insertion. 
\lthough clear identification of 
eader-style copy as an ad is con- 


—— 


Advertising 
Manager 
Available 


is now advertising manager 
‘ one of the nation’s largest food 
mpanies ... is responsible for 
budget over $2,000,000. 


s duties include supervision of 
wspaper, magazine and radio 
‘vertising for a varied line of 
oducts; direction of sales pro- 
hon, consumer movement ac- 


nities: development of new prod- 
ts. 


is seeking a new position 
luntarily for reasons he will be 
2 ad to explain. 


e has been an advertising man 
r 17 of his 38 years. His expe- 
nce includes selling. agency 
id advertising administration. 


you are looking for a man like 
s. let's talk it over. Address 
x 3390, Advertising Age. Chi- 
1g0. 


Omecnm aantrradamt cota vart aeoomr 


/ 


tory describes the determina- | 


interesting | 
of the new copy is the slug, | 


Consumer reaction will now | 


ventional practice, a slug that iden- 


tifies the copy as a special kind of 
ad is considered an innovation. 

Until recently the Institute copy 
appeared weekly in 268 newspapers 
but frequency has been cut down 
to once every two weeks, with the 
expectation that weekly insertions 
will be resumed in the fall. J. 
Walter Thompson Company handles 
the account. 


USES “RAYON SAFE” APPEAL 

Chicago, June 11.—A new copy 
story based on the claim that its 
Concentrated Super Suds is “rayon 
safe” has just been inaugurated in 


black-and-white newspaper space 


by Colgate - Palmolive - Peet Com- 
pany. 
Headlines feature the fact that 


rayon experts have proved the en- 
tire safety of “America’s wash-day 
soap” for rayon fabrics. Initial copy 
of 700 lines ranges down to 500- 
and 300-line advertisements in the 
campaign, and papers 
throughout the will be 
used. A similar copy appeal has 
been promoted on the company’s 
two daytime radio shows, and is to 
be used in its regular newspaper 
color comic strip advertising. The 
black-and-white copy is being ex- 


selected 
country 


tended this week in newspapers 
the South and Midwest. 
Issues ‘41 “Aerosphere” 


Aircraft Publications, New York, 


in 


has issued the 1941 edition of 
“Aerosphere,” containing statistics 
of both military and commercial 


aircraft, a personnel and company 
directory of the industry, and other 
miscellaneous aviation data. The 
new edition is being announced in 
June issues of business papers and 
magazines. Kotula Advertising, 
New York, is the agency. 


Advance Pasternack 

Irving J. Pasternack, art director 
of Redtield-Johnstone, New York, 
has been placed in complete charge 
of production. He was formerly 
art director for CBS. 


No Peach for Georgia 

Governor Eugene Talmadge of 
Georgia has refused to change his 
mind and permit the addition of a 
peach to the 1942 state automobile 


license plates, saying that he had 
also been requested to put cotton 
bolls, pecans, peanuts and water- 


melons on the tags. There will be a 
saving of $75,000 by the elimination 


of the peach, and the size of the 
tags will be reduced. 
Selects Crossman 

M. R. Crossman, former adver- 


tising manager for Gisholt Machine 
Company, Madison, Wis., and Bar- 
ber-Colman Company, Rockford, 
Ill., has been named head of a new 


industrial advertising division of 
the Cramer - Krasselt Company, 


Milwaukee. 


The newsweekly that changed 
executive reading habits 


- «+ and we'll gladly prove it 
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June 16, 194) 


cast peace talks. Chairman Fly was 
asked about the recent Philadelphia 


Chairman Fly was quick to add, 
when Sen. Wheeler said that there 


new regulation “without serious 
hardship” and that the other net- 


Air Propaganda 


works could also, “whether they might be some question of this case, in which the America First 
are ready to recognize it at this | power in the case of existing sta- Committee charged that time was 
h R di time or not.” tions, that standards for license denied for broadcasting Charles A. 
ae arges, a 10 5. A suggestion by Sen. D. | renewals are the same as for new [Lindbergh’s speech. Chairman Fly 
if Worth Clark, a committee member, station applications. declared the outlet involved was 
—. . that radio law be revised—a pro- Chairman Fly cited legal author- Station WCAU, although earlier 
Et Rules at earing posal that brought forth Mr. Cald- ity at length to justify FCC’s con- press reports had indicated the 
po well’s comment that radio changes trol over networks. Mr. Caldwell America First charge mentioned at 
a : (Continued from Page 1) too fast for Congress to attempt to later supplemented this evidence ine one other Philadelphia station. 
f * K. Wheeler. committee chairman, Write specific rules. . with more of similar ilk. Mr. Mention of WCAU brought s 
that there is no doubt that FCC has 6. An indication by Chairman Caldwell, the first general counsel wile nan Yate Sauk, weeeel 
the legal right to deny a license | Fly that he believes FCC has the of the old Federal Radio Commis- perce oer oie grt A ‘mr al 
if its granting tends to create power to control programs, even sion, has been associated with the raisin sian ro escorting eubonrs oh 
monopoly. though that power has not been legal side of broadcasting since the ' von chee tc. oe _ , cil 
= used as yet. government first began regulation that a salesman had refused to se 
Fly Makes Offer 7. Sen. Clark’s prediction of “a of the business. advertising announcements in the 
2. An appeasement offer by FCC lot of chaos” if time options be- , - belief that to do so would violate 
Sender te 1 hic _ adie: tints War-Peace Issue the code on controversial questions. 
Chairman Fly in which he reit- tween stations and networks are 
erated that FCC stands ready to forbidden, since networks would With such ardent non-interven- The telegram also pointed out that 
discuss changes in the new rules have little to offer advertisers if tionists as Sen. Wheeler and Sen. !n May WCAL had broadcast a pre- 
and to relax provisions proved they could not guarantee time. Charles W. Tobey among commit- vious Lindbergh address and two 
onerous, so long as modifications do ; ¥ Ne Bld tee members, the war-peace issue by Sen. Wheeler. 
not break down the basic policy Wheeler Criticizes Nets popped up frequently. Sen. Clark Mr. Caldwell maintained that 
established by the new rules of Sen. Wheeler, who has attacked of Idaho joined them at one point most of the dispute centers around 
removing trade restraints. and defended the networks by turns by asserting that 75 per cent of the two rules on exclusivity and 
8 A claim by Mutual Broad- but whose general attitude has| news broadcasts are colored edi- time options. The first is not neces- 
casting System spokesmen that it appeared to support FCC on the torially. Fred Weber, general man- sary to successful network opera- 
was forced to adopt exclusivity monopoly orders, declared flatly ager of Mutual, answered that his tion and the second is only “ta busi- 
in its contracts because of the that NBC and CBS are wrong in network tries to balance interven- ness convenience,” he said. He 
“crisis” brought on by the attempt claiming that FCC cannot use its tionist propaganda with sustaining asserted that NBC has enjoyed con- 
to launch the ill-fated Transconti- license power to prevent monopoly. broadcasts giving the other side’s siderable success in selling network 
nental Broadcasting System. He interrupted a legal discussion views. programs during unoptioned hours, 
4. A. statement by Louis G. by Chairman Fly of FCC’s powers 30th Sen. Wheeler and Sen. and has not found it a great hard- 
Caldwell, MBS general counsel, to prevent monopoly to say that Tobey repeated their charge that ship to clear time to meet a par- 
that Mutual could conform to the there is no question of this power. many local stations refuse to broad- ticular advertiser’s request. 


PLAY SAFE — TAKE SOUNDINGS 


a 7. constant shift of sand in channels store personnel. A new buying course has been charted! 
% 
ia and the oceans must be accurately Movement of merchandise through self-service stores 
checked to insure safe navigation. Every day depends almost entirely on consumer advertising that 
) i (se ‘tic Survey are ‘taki . , : 
! ships of the Geodetic Survey are busy taking catches the eyes of women shoppers before they reach 
won soundings t vasure de : eCOr uct 
a undings to measure depths and record obstructions. point of sale and express their brand preferences. 


lhere is a constant clement of change in brand promo- Winning brand promotion necessitates a constant check 


tion, too, The channels of food merchandising shift. of methods as new buying habits are brought to light. 


The ude of self-service stores, started ten years ago, is Alert advertisers who ride on the tide will cash in on - 
flowing rapidly and now accounts for one third of all the valuable sales volume of the self-service market. 


U.S. food dollars! ‘This tide sweeps aside old landmarks! , . 
Several routes lead to the important and growing self- 


Millions of housewile-shoppers have been transformed service market. One way is the quickest and most direct. 


into “Eye-Buyers” by self-service stores. “Selection with- Its The Family Circle “BEELINE TO THE BUYLINE,” de- 


out suggestion” is the rule and women select, inspect livering with weekly frequency, 1,400,000 of its 1,600,- 


and buy the products they want without the influence of OOO, copies to women customers of self-service stores. 


“THE BEELINE TO THE BUYLINE”’ 


THE ONLY WOMAN'S WEEKLY .- 


1,600,000 SHOPPING HOUSEWIVES 


NEW YORK e CHICAGO . SAN FRANCISCO 


Sen. Clark, who has taken pe 


haps a greater part in proceedin 
than any other committee memb 
except the chairman and the res 


lution’s sponsor, Sen. Wallace 
White, Jr., asked at one point “W 
should a Senate committee und 


take an inquiry on a judicial qu 
tion?” 


He added that he was : 
impressed by the monopoly aspe 
of the matter. ‘Monopolies 

come onerous only when the pul 
interest is not served,” he said 


Sen. White explained that 
found himself in an embarass \g 
position, as both sponsor of 
measure under consideration 4 


one of the committeemen sittin; 
judgment upon it. He declared 1 
he had remained quiet for the m st 


part when witnesses have constried 
the law improperly, in his ju ‘s- 
ment. He said he wants to e 
his views on the law which he 


helped to write, but does not {ce] 


the open hearing is the proper 
place. Indicating that he would air 


his views more fully in execu! ive 
session, he added: “If I open wu», | 
could convince this whole com) it 


tee in short order.” Sen. Wheele; 
commented: “I’m not at all -ure 
you could convince me.” 


Commander T. A. M. Craven 
charged the FCC majority Thurs- 
day with having “usurped powe; 
not conferred by Congress” in 
ing the chain broadcasting iles 
Appearing by request before the 
committee, the FCC commissione 
accused his colleagues of setting 
rules on business practices i: 0- 
lation of the express prohibitio: 
laid down by the U. S. Su- 
preme Court. Although Co 
sioner Craven. testified 
prepared statement was join¢ 
by Commissioner Norman S f 

When Commander Craver 
called, Sen. White explained 
the witness had been asked to 
tify in view of his technical - 
ground in- radio. Comn 
Craven said he “had no de 
come,” and that there was n 
personal about the differenc« e- 
tween the majority and mi: ty 

Commissioner Craven fol ed 
the last of three MBS 
Alfred J. MeCosker, board « r- 
man and president of Station WOR, 
MBS key outlet. In 


alone 


spoke 


urging acleat 


of the White resolution, Mr. Mce- 
Cosker said “competition in net- 
work broadcasting is at stake. If 
the regulations contained in the 
majority report are not put into 
effect, and for the first time et 


competition in network ope 
made possible, it is not rea ble 
to expect that any other group will 
attempt to project or operate na- 


tional network.” If the rules are 
not put into effect, any man wh 
tries to start a new network ° uld 
need a_ straitjacket more t a 
wavelength.” Chairman Wheel 


could not pass up the opportu 
commented “Elliott Roosevelt 
it, didn’t he?” 


and 
tried 


Weir Leaves Mathes 
Walter J. Weir has resigned 
copy director of J. M. Mathes. N 
York, to join Lord & Thom: 
York, in an executive capa 


OF INFORMATION 
§ MEASURED BY JT 
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JOHN BLAIR & COMPANY 


National Representativ 
of Radio Stations 


CHICAGO—520 N. Michigan Ave.—Sut 
NEW YORK—341 Madison—Murray 
DETROIT—New Center Building— Mad 
ST. LOUIS—455 Paul Brown Bidg.—Chest» ‘ #!° 
LOS ANGELES—Ch. of Com. Bidg.— Pros! 
SAN FRANCISCO—608 Russ Bidg.— Dove 
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ADVERTISING AGE 


PHOTOGRAPHI 
REVIEW OF 
THE WEEK 


NEW OFFICERS OF FORT WORTH CLUB 


. 


Recently-elected officers of the Advertising Club of Fort Worth include (left to 
right) president, Rowland Broiles, president of Rowland Broiles Company; secre- 
tary-treasurer, Margaret Hall, director of promotion, Fort Worth Commercial 
Recorder; first vice-president, Roy G. Tomlinson, Fort Worth Star-Telegram; and 
t second vice-president, James Pate, manager of the Lone Star Chain. 


THE NEIGHBORLY THEME 
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The cooperative spirit of the Americas is reflected in this timely Canadian Club 

display designed and produced by Ketterlinus, Philadelphia. A wooden frame 

encloses a map of North America, with a cutout replica of the Canadian Club 
bottle standing out in front. 


ANOTHER MILESTONE IN RADIO 
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Present at the signing of the first FM commercial contract in New England were 

left to right, standing) John R. Latham, executive vice-president of the Ameri- 

can Network, Inc.; George Walker, Socony-Vacuum Oil Company; C. A. Snyder, 

J. Sterling Getchell, Inc.; (seated) J. M. Martin, manager, New England Division, 

Socony; John Shepard 3rd, president of American Network; and A. L. Nickerson, 
Socony. 


NEW NOTE 
did he 


mean ... doggy ~ 


legs 1 - 
Fir 
f: ® did he 


mean... 


loggy 


' | 
SS 


legs 


or doggie legs? 


Keller 


A eed ain oy 


A new note in depilatory advertising is 
struck in these magazine build-ups of the 
new Neet girl, which assure buyers that 
this cream hair remover is one certain 
way to ‘make sure that your legs win 
admiring comments.’ Copy is appear- 
ing in a long list of national magazines. 
Monroe F. Dreher, Inc., New York, is the 
agency. 


DEALER DISPLAY 


Color, novelty and the product itself 
are attractively combined in this dealer 
display produced by Display Counselors, 
Inc., New York, for ElectriCooker Sales, 
Inc. A cartoon decorated map of the 
world forms the centerpiece, from which 
bright ribbons lead the eye to bowls 
filled with different kinds of “Olive-Kist'’ 


nuts. 


CO-WINNERS IN 


Voting was so close that two $10 first prizes and blue ribbons were awarded for these winners in the first amateur photo- 


INITIAL AMATEUR PHOTOGRAPHIC CONTEST 


CIRCUS TOUCH IN BEER POSTER 


It's circus time and the popular theme finds its way into this poster for Red Top 

beer, product of the expanded Red Top Brewing Company, Cincinnati. It stresses 

simplicity of design, and copy clipped to the bone. Use of color advertising in 

newspaper copy also is being extended. Joseph Advertising Agency, Cincinnati 
handles the account. 


TELL DAIRY MONTH STORY TO THE PUBLIC 


Tying in with Deiry Month, celebrated in June each year under the auspices of 
the National Dairy Council, the Chicago Milk Foundation sent these 24 young 
ladies, dressed in red, white and blue uniforms and cadet hats proclaiming Dairy 
Month, into all of the city's major shopping areas. For two days they passed out 
small leaflets explaining Dairy Month and milk's place in the diet. 


Big Four 
Advertising Carriers handled the unusual promotion. 


SIGN ELIMINATES SQUARE CORNERS 


ELECTRIC REFRIGERATORS & RANGES 


Radiused corners and compound radiused street end feature this innovation in 

signs, which is now being used by Kelvinator to identify more than 1,000 of its 

dealers throughout the United States. The all-porcelain enamel-finished neon 
sign was designed and produced by Artkraft Sign Company. 


graphic contest held by the New York Advertising Club, with more than 100 members competing. ‘The Oasis’ (left), 
the work of William Medoff, vice-president in charge of advertising of National Cellulose Company, won the popular vote 


of members: and ‘ Gloves,” 


by Robert S. Varol, art director of Grey Advertising Agency, won the professional vote of 


the Press Photographers Association. 
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ADVERTISING AGE 


And Blue programs—like Blue coverage— 
reach more customers per dollar 


We don’t carry Jack Benny, Fibber McGee or 
Charlie McCarthy—but do you realize what a 
high average the Blue’s programs have been 
hitting? And do you know that Blue programs 
cost much less per point of rating than the Red- 
CBS average? Here are three important facts 
we'd like you to know about. 


First, the Blue’s average evening CAB rating 
during the past few months has gone up to 10 
points and over—a figure that speaks for itself. 


Second, the Blue’s continual development of 
new talent in new programs builds a special 
kind of audience loyalty. This was demon- 
strated recently when Blue shows took six 


first places in the recent Movie-Radio Guide 
poll of favorite programs. 


Third, a comparison of talent expenditures 
shows that the Blue achieves its immensely 
successful record with programs that cost 44% 
less per quarter hour (sponsored) than its major 
network competition. 


Together, these three factors of program strength 
—added to the Blue’s lower time cost per thou- 
sand—prove why today, more than ever, the 
Blue produces sales thru the air with the great- 
est of ease, at the lowest cost of any medium 
entering the home. 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


+h the greatest of ease ~ 


Per, 


THE SHOW OF THE MONTH— Like mystery? Of course, every- 
body does! And here’s a thriller so different we call each half-hour 
episode an “‘item’’ because it’s a real collector’s piece. Listen 
to the adventures of THE BISHOP AND THE GARGOYLE 
via the Blue on Saturday nights at 8:30 (New York Time). 
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